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Abstract
Revenue Management (RM) has been regarded as one of the most researched areas in 
hospitality operations management study. RM is the practice of dynamically pricing a 
perishable product and selectively allocating scarce capacity across segmented demand and 
distribution channels, while taking into account customers’ profitability and value, in an 
effort to maximise gross total revenue and therefore improve profitability. A number of 
studies have tentatively looked into customers’ fairness perceptions of revenue management 
decisions, yet there is no reported empirical research that examines the impact of hotel 
revenue management on customers’ behavioural intentions in a real dynamic service 
encounter. Hence, the thrust of this research is to examine the impact of pricing practices on 
three customer groups: those who accept a reservation offer, those who decline a reservation 
offer, and those who are denied a reservation request. To bridge this gap, this research seeks 
to contribute to knowledge by investigating the relationship between hotel revenue 
management practices and the implications of this on customers’ behavioural intentions.
In order to gain a richer and deeper understanding of the effects revenue management has 
had on customers’ behavioural intentions, a case study approach was adopted. An inductive 
exploratory single case study was conducted in a UK leading budget hotel chain. In depth 
data was collected based on a mixed methods approach and divergent data sources were used 
including semi-structured interviews with executives at the hotel chain and customers, 
observation, documentation, and a web-based survey completed by the visitors of the chain’s 
website.
The research results in significant findings relating to customers’ perceptions to RM practices 
and the impact of these practices on their behavioural intentions. The findings are 
encouraging and suggest that the adoption and implementation of RM practices has great 
potential in the budget hotel sector under the following conditions: provide sufficient 
information on pricing and inventory control strategies to assist customer education about 
RM practices; and view RM as an integrated management practice to balance 
revenues/profits and customer relationships.
This research provides several theoretical contributions to the literature and offers important 
implications for hospitality managers. The key contribution of this research indicates that the 
price paid for a room has a direct and positive effect on behavioural intentions of customers 
who have successfully made a booking. However, customers who declined a reservation 
offer or were denied a reservation request because of the quoted price, displayed negative 
behavioural intentions.
To conclude, it is recognised that the generalisation of the findings is context-specific to the 
budget hotel sector and therefore is restricted. A number of areas for future research are 
identified to extend the boundaries of this research.
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Introduction
1.0 Background and Rationale o f the Research Problem
Revenue Management (RM) is view'ed by many researchers as among the most important 
management science and operational research practices, and it is also considered an 
important tool in the marketing management literature. In the late 1950s, research on 
overbooking in the airline industry marked the early work on RM. Subsequently, the 
deregulation of the U.S. airline industry in 1978 saw a major growth in the development of 
RM in the airline sector. As a result, the hotel industry embraced RM techniques in the early 
1990s, where a number of major international hotel chains adopted this practice in an attempt 
to respond to the demands of a highly competitive market environment, of an excess 
capacity, and slow recovery from recession and high inflation (Kimes, 1997; Koss-Feder, 
1994). Following the major developments in RM, many studies were published in the late 
1980s in the operations management research literature (such as Relihan, 1989; Kimes, 
1989a/b; Orkin, 1988; Belobaba, 1987,1989).
RM is a practice that is used to increase an organisation’s profit (Kimes, 2004; Cross, 1997). 
Cross (1997:33) defines RM as “the application of disciplined tactics that predict consumer 
behaviour at the micro-market level” that will “maximise product availability and price” in 
order to maximise revenues. In other words, customers are segmented based on their 
willingness-to-pay and capacity is allocated to the different segments in a way that 
maximises organisation revenues. In summary, the practice of revenue management consists 
of monitoring customer demand through the use of variable pricing, known also as dynamic 
pricing, and capacity management through the use of duration controls. This research will 
emphasize the impact of dynamic pricing on customers. Dynamic pricing occurs when prices 
vary in response to alterations in supply and demand and fluctuate frequently by distribution
1
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channels, products, customer segments and time in order to maximise revenues or profits 
(Chiang et al., 2007).
The introduction of RM was announced as one of the most revolutionary innovations to 
impact the hotel industry, transforming the way hoteliers optimised revenues and required 
them to rethink their managerial methods. The application of RM in the hotel industry has 
been regarded as successful as in the airline industry (Cross, 1997) with its yield oriented 
sales boosting many hotels’ bottom line (Orkin, 1988). In recent years, several other 
industries such as the healthcare, broadcasting and the shipping industries have also 
embraced RM practices. This expansion has also encouraged an equivalent development in 
research on forecasting, overbooking, seat inventory control and pricing (see Chiang et al, 
2007 and McGill and van Ryzin, 1999 who provide an extensive review of the literature on 
revenue management).
Despite the accrued literature, a large number of the existing publications on RM are still 
fragmented and repetitive. Furthermore, RM literature remains mostly concentrated on 
forecasting, decision-making and mathematical modelling issues. However, a limited 
number of papers has specifically discussed and explained RM implementation mechanisms 
and techniques (Okumus, 2004). Moreover, a lack of empirical studies, describing the 
strategic implications of RM on culture and organisational issues, has been identified. This 
research will fill the gap in research into RM implementation; by suggesting a revised hotel 
revenue management model that will impact the process hotel chains adopt to better manage 
the deployment of a RM system and its contemporary practices.
Using RM may benefit a hotel chain financially by maximising revenue from selling its fixed 
capacity, but it could also result in alienating customers (Kimes, 1994). In fact, RM pricing 
practices may provoke customer conflicts and damage the success of companies. It is argued 
that when customers perceive these practices as unfair, their satisfaction is decreased, and as 
a result, a loss of business arises (Wirtz et al, 2003; Kimes, 1994; Kahneman et al, 1986a). 
Thus, high yield from fixed resources should not be considered as a successful financial
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performance for any organisation without investigating the price that has been paid in terms 
of customer relationships.
Kimes and Wirtz (2002) studied customers’ fairness perception of six revenue management 
practices in the golf industry. However, this study is context-specific and does not consider 
the implication of customers’ perceptions in terms of behavioural intentions. Moreover, 
McMahon-Beattie et al. (2002) employed a case study approach to evaluate the impact of 
variable pricing on the buyer-seller relationship focusing mainly on relationship trust. In 
addition, Choi and Mattila (2005) conducted a scenario-based survey to investigate the 
impact that information provided by hotels has on customers’ perception of fairness. In 
another scenario-based study, Choi and Mattila (2006) compared the perception of pricing 
fairness between customers in the US and Korea. This study was narrowed to only two 
cultural groups thus, restricting the findings’ generalisability. The results of all these studies 
significantly differ and further research is needed in order to gain sound knowledge of the 
impact of RM strategies and practices on customers’ behavioural intentions. Indeed, Wirtz et 
al. (2003:217) state that “customers seem to have been forgotten in this stream of research.” 
The review of previous research revealed that related research into customers’ perceptions of 
price and behavioural intentions towards RM is inadequate and incomplete. In addition, the 
research designs tend to rely on scenario-based surveys and experiments and data is collected 
from undergraduate students. These studies fail to address the realistic challenges and 
dynamism of real service environments, the conditions of higher involvement, and the 
behaviours and reactions of real hotel customers.
Generally, organisations are concerned with maximising their revenues while fostering long­
term relationships with customers. RM is strongly associated with the operations 
management research paradigm and is concerned with the generation of short-term revenues 
from the optimised sale of scare capacity. Customers’ behavioural intentions are related to 
the marketing research paradigm and are involved with customer care and loyalty. Despite 
the expanding literature on RM, to the best of the researcher’s knowledge, no study has been 
conducted to address the debate in the hotel industry between generating short-term revenues
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and maintaining long-term relationships with customers. Little empirical or theoretical work 
has been undertaken to explore RM from a customer and an organisation’s perspectives.
Hence, this research attempts to measure the impact of dynamic pricing as a RM practice on 
customers’ behavioural intentions. In line with that, Kimes (2003:137) has identified 
potential areas of research in RM, and these include: “How do customers react to the varying 
rates in distribution channels? What impact do different rate-quoting strategies have on 
customers?” In fact, dynamic pricing affects the behaviour of a customer who has, at various 
stages, accepted, declined or been denied booking requests. When hotels use dynamic 
pricing in ways that anger or frustrate customers, customer loyalty is jeopardised, resulting in 
loss of business. Therefore, this study aims at investigating the impact of RM pricing 
practices on customers’ behavioural intentions.
The literature review lacks empirical research on the impact of a revenue management 
system on customers in the budget hotel sector, specifically in the area of dynamic pricing. 
Empirical findings on revenue management dynamic pricing outline the importance of the 
practice from the hotel chains’ perspective, ignoring its impact on customers and the latter’s 
perception of this practice. The debate addressed between marketing and operational 
paradigms laid the foundations of this research into the impact of revenue management 
pricing practices on customers’ perceptions of price and behavioural intentions. This 
research study contributes to the literature on revenue and marketing management by 
answering the following questions:
1 .How does a budget hotel chain implement revenue management?
2 .H0W do managers perceive the impact of applying revenue management pricing 
practices on their customers? Do these decisions benefit or damage the relationship 
with customers?
3.How do revenue management pricing practices influence customers’ behavioural 
intentions?
4 .H0W m ight these behavioural intentions vary from one customer group to another? 
These questions form the basis of the main study.
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1.1 Aims and Objectives
The aim of the study was constructed in light of the initial gaps identified in revenue
management and context-specific hotel industry literature:
To investigate the implementation o f hotel revenue management practices and the 
implications on customers ’ behavioural intentions.
In order to reach this aim, the following objectives will be achieved:
1 .To investigate the implementation of revenue management in one of the UK’s leading 
budget hotel chains.
2.To evaluate the impact of the application of dynamic pricing strategies on customers 
from the perspective of the budget chain’s managers.
3.To explore customers’ perceptions and behavioural intentions towards revenue 
management pricing practices.
4.To determine the behavioural intentions of different customer groups, specifically 
those who did not make a reservations.
5.To contribute to revenue management and services marketing by investigating the 
impact of revenue management pricing practices on customers’ behavioural 
intentions towards a hotel chain.
1.2 Scope of the Study
This study focuses on revenue management pricing practices in budget hotel operations. The 
success of the budget hotel business model has mainly been credited to a static pricing 
policy, where customers reserve a room at a budget property because of the reputed product 
standard and the largely low fixed and inflexible rate (Brotherton, 2004; Senior and
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Morphew, 1990). However, budget hotel chains have had to compete more effectively in the 
market through changing and modifying their strategies and have introduced differential 
pricing strategies (weekend, weekday prices that vary in response to demand and supply). 
Thus, budget hotels have pursued the business model of low-cost carriers, departing from the 
fixed rate strategy to embrace a dynamic rate structure.
Despite its growth and importance to the hospitality industry, there has been a lack of 
empirical academic research in understanding the budget hotel sector especially in the 
revenue management literature. Indeed, more research on revenue management pricing 
practices has been undertaken in the midscale to upscale hotel sectors (such as Emeksiz et al., 
2006; Okumus, 2004; Luciani, 1999; Gamble, 1990). Brotherton (2004:944) asserts that 
“given the vibrancy and growth in this sector of the UK hotel industry... relatively limited 
research has been conducted.”
Consequently, the rapid and aggressive growth, changing trends, the importance of price as a 
major attribute in the budget hotel sector, and the fact that it is under-researched have lead 
this study to consider budget hotel operations as the main context.
1.3 Researcher’s Background
An initial interest in revenue management occurred when the researcher worked as a 
Revenue and Yield Manager at a boutique hotel, part of InterContinental Hotels Group. This 
experience, along with co-founding h-hotelier (www.h-hotelier.com). a hospitality services 
firm focusing on revenue management, influenced the choice of the research topic. In her 
position as Revenue and Yield Manager, the researcher faced challenges since regular and 
loyal customers were frustrated when experiencing dynamic pricing. On several occasions, 
this resulted in having to override the revenue management system to provide these 
customers with their preferred historical rate. Furthermore, the literature review lacks 
empirical research on the implementation of a revenue management system and its impact on 
customers in the budget hotel sector, specifically in the area of dynamic pricing. Empirical
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findings on revenue management dynamic pricing outline the importance of the practice fi*om 
the perspective of hotel chains ignoring its impact on customers and the latter’s perception of 
this practice. These experiences laid the foundations of this research into the impact of 
revenue management pricing practices on customers’ perceptions of price and behavioural 
intentions. As a field for applying the topic, the researcher chose the hotel industry sector as 
she had gained insights into hotel operations throughout her previous experience.
1.4 Organization and Structure
Following the introductory chapter, two further chapters critically review the literature 
apposite to the study; an overview of revenue management and fairness perception of pricing 
and customers’ behavioural intentions. Chapter four evaluates the current trends and future 
forecasts about the UK budget hotel sector. Chapter five discusses the research strategy and 
design of this study. The latter justifies the adoption of an inductive case study approach and 
outlines the multiple data collection methods and the analyses tools employed. Chapter six 
and seven present the evaluation of the case study findings, and chapter eight discusses the 
themes emerging firom the research findings and relates them to the extant literature. Finally, 
chapter nine draws conclusions and limitations firom the study undertaken, presents the 
contributions made, suggests recommendations, and identifies future research areas. Figure
1.1 summarizes the content of the chapters and provides an overview of the study.
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Revenue Management
2.0 Introduction
Revenue Management (RM) techniques assist an organisation in finding the optimal 
inventory allocation and price setting for various services in a profitable way. The idea is to 
maximise an organisation’s effective use of its resources by moving away from mass pricing 
and mass marketing, to the management of the micro market. RM applies to almost all 
businesses with perishable inventory; ranging from merely adopting the revenue management 
attitude with an emphasis on supply, demand, and price management to using high-powered 
algorithmic tools (Cross, 1997).
RM originates from the U.S. airline industry as a result of a deregulation in the late 1970s, 
and it has since gained widespread acceptance in a wide range of service industries such as 
hotels, healthcare, convention centres, car rental agencies, cruise lines, golf courses, among 
many others.
In order to fully understand the concept of RM, this chapter provides an overview on the 
topic of revenue management. Firstly, it discusses the historical development of RM in the 
airline industry, leading to its advancement in the hotel industry. Secondly, it critically 
evaluates the several definitions of RM, while evaluating its development and 
implementation models. Thirdly, it examines RM performance measurements and their 
reliabilities. Finally, it concludes with a detailed overview on dynamic pricing as a revenue 
management pricing practice.
Chapter 2 Revenue Management
2.1 Origin of Revenue Management
Most early developments in RM are attributable to research performed in the airline industry, 
the sector where the practice has evolved (Bain, 2008). This research dates back to work in 
the late 1950s or early 1960s on overbooking (the practice of selling more than the available 
capacity to avoid empty seats). Breakthrough papers charting its evolution include the 
pioneering work on overbooking by Rothstein (1971), the development of the Expected 
Marginal Seat Revenue (EMSR) model by Belobaba (1989), and the study of American 
Airlines by Smith et al. (1992). The subsequent major development in RM came after the 
Airline Deregulation Act in the U.S. airline industry in 1978. Fares’ deregulation 
subsequently led to heavy competition, and raised acknowledgements for RM schemes 
opportunities. Nowadays, RM is adopted by most airline companies to maximise inventory 
capacity, boost revenue and consequently net return (Talluri and Van Ryzin, 2005; Donaghy 
et al., 1995b). The following is an abridged history of RM practice in the airline industry 
segmented into two periods: pre 1972 and post 1977.
Prior to 1972, most research focused on forecasting, controlled overbooking, passenger 
cancellations and no-shows. In the early 1970s, the airline industry in the U.S. was heavily 
regulated (Boyd and Bilegan, 2003; Cross, 1997; Rothstein, 1971). Both schedules and fares 
were tightly controlled by the government (including new market entry or withdrawal from a 
given market). Every airline was required to ask the government’s permission to add, delete 
or change airfares. The approval process was very slow, therefore, airlines tended to offer a 
limited number of fares with fixed restrictions (Phillips, 2005). All airlines offered different 
fares for the same flights resulting in mixing passengers with different revenues in the same 
cabin.
The final phase of RM was spurred by the launch of the American Airlines’ Super Saver 
Fares in April 1977. These fares had to be purchased 21 days in advance in order for the 
customer to profit from the discounted fare. The Super Saver Fares constituted the first step 
toward modem RM in the U.S. Deregulation occurred on January 1, 1983, with complete 
elimination of restrictions on domestic routes and new services and the removal of all fare
10
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regulations (Cullen and Helsel, 2006). Consequently, airlines were competing amongst each 
other as they were liberated to set fares and to select routes. Airline deregulation was the 
epoch-making change that had permitted the industry’s freedom of marketing and pricing 
(Boyd and Bilegan, 2003). The concept of RM was therefore developed to save the industry 
from its declining market demand and increased competition (Fockler, 1991; James, 1987; 
O’Rian, 1986). A number of researchers regard this period as a turning point for the airline 
industry, as it changed their conventional product-based pricing to a more flexible market 
oriented approach (Fockler, 1991; O’Rian, 1986).
One of the first new airlines to arise after deregulation was PeopleExpress. When 
PeopleExpress introduced the industry’s first low-fares nationwide with minimal amenities to 
compete with established names, major carriers were forced to react or go out of business 
(Kimes, 2002 and 2000). By offering fares up to 70% below the majors, PeopleExpress 
filled its planes with passengers from a previously untapped market segment: price-sensitive 
students and middle-class leisure travellers who were induced to travel by the existence of 
fares far lower than anything the industry had seen before (Kimes, 2000). As a consequence, 
major airlines embarked on a variety of purchase restrictions and capacity controlled fares 
such as Saturday night stay, non refimdability and other restrictions, as to separate business 
and leisure passengers. For instance, American Airlines introduced the first true RM system 
that allowed it to dynamically adjust fares based on historical and current booking patterns; 
American Airlines had segmented the market between leisure and business travellers and 
used differentiated pricing to attack a competitor (Phillips, 2005). Thus, RM allowed airline 
companies to operate in the most profitable manner by allocating their fixed capacity of seats 
to various fare categories (Belobaba, 1989). This was the origin of Revenue Management, 
making the airline industry the birthplace of revenue management (Kimes, 1989a).
For several decades thereafter, RM remained a science almost exclusively concentrated in the 
airline industry. Not all industries will benefit from the implementation or use of RM. 
Studies conducted by Schwartz (1998), Cross (1997), Lieberman (1993), Weatherford and 
Bodily (1992), and Kimes (1989a/b) assert that revenue management applications are most 
suitable in industries that meet the following pre-conditions: perishability, fixed capacity,
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high capacity change costs, demand / market segmentation, advance sales / booking, 
stochastic demand, historical sales data, and forecasting capabilities. The next section will 
discuss the adoption of RM to the service industry and will highlight the sophistication of its 
adoption specifically in the hotel industry.
2.2 Adoption of Revenue Management in the Service Industry
Once RM gained credibility in the airline industry, hoteliers began to embrace it because they 
faced similar perishable inventory restrictions and human resource constraints to continue to 
conduct RM manually (Kimes 1989a; Orkin, 1988). Furthermore, the hotel industry had 
been intuitively applying revenue management principles for many years. In fact, hotel 
operators applied several pricing strategies to boost their profits by evaluating the seasonal 
room demand with the hotel’s capacity limitations (Choi and Cho, 2000). Hotels often 
implemented minimum night restrictions for certain rates as they saw the benefits associated 
with predictable durations (i.e. length of stays), and required a certain amount of volume 
before discounting locally negotiated rates. For instance, J.W. Marriott, while working at his 
first family hotel in Washington D.C, used to reject single guests on high demand nights, 
selling the available rooms for groups of two or more, in order to generate higher revenue 
(Quain et al., 1999). Besides, hotel managers also raised their rates during high season 
periods and lowered them during shoulder and low season periods (Brotherton and Mooney, 
1992; Relihan, 1989). When hotels started applying the concept of variable pricing, they 
relied on top-down pricing (i.e. reservation agents quote the highest price and if faced with 
resistance, offer the next lower rate(s) until they reach the minimum level established by the 
management team) instead of applying the concept of qualified rates (i.e. customers had to 
meet certain requirements in order to obtain a lower rate) (Kimes, 2000).
Numerous researchers have examined the application of RM in industries different from the 
airline and hotel industries such as healthcare (Lieberman, 2004); restaurant industry (Johns 
and Rassing, 2004; Kimes, 2004); in golf courses (Kimes, 2000); car rental agencies 
(Geraghty and Johnson, 1997); cruise line industry (Hoseason, 2000); retail industry (Bitran
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and Mondschein, 1997; Coulter, 1999); bandwidth and internet providers (Nair and Bapna, 
2001); passenger railways (Strasser, 2000; Hood, 2000; Kraft et al., 2000); and convention 
centres (Kimes and McGuire, 2001), among others. These new users of RM practices are 
faced with an array of ideas, terminology, and techniques that need to be adapted to the 
special needs of their workplace, in order to achieve success.
Pinchuk (2002) suggested that RM applications moved from the travel and hospitality 
industries where they were bom to other new industry sectors due to the accessibility to 
technology, the advanced management science models, and the recognition of revenue 
management’s ability in enhancing bottom line (Bobb and Veral, 2008). The scale of the 
change required and the lack of any industry blueprint appears challenging, even though 
applying RM does not involve radically changing the stmcture of pricing and sales practices; 
rather, it is matter of making more intelligent decisions (Talluri and van Ryzin, 2005).
2.2.1 The Intricacy of Hotel RM
After the airlines started using RM, many hotel managers were impressed with the increased 
revenue claimed by the airlines and applied the concept of RM to the hotel industry. 
Practitioners, academics, consulting and software product companies were all involved in the 
development of RM in the hotel industry (Lieberman, 2004).
Many organisations were reasonably cautious about adopting revenue management systems 
(Phillips, 2005). In general, the algorithms behind airline revenue management do not 
transfer directly to most industries. There are some differences between hotel RM and airline 
RM which result in a complex practice of RM in the hotel industry. Indeed, both Orkin 
(1988) and Kimes (1989a) have stated that it would be risky for hotels to adopt precisely the 
RM practices in the airline industry. These dissimilarities are discussed below.
• Length of Stay/Stay Patterns (Brotherton and Mooney, 1992, Smith et al., 1992; 
Kimes, 1989a): Unlike airline seats that are purchased at a pre-determined price for 
the journey on a particular time and date, hotel guests can decide to extend their stays
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which leads to multiple nights stay extending over both low and high demand dates. 
The challenge faced by hoteliers is to know which price to charge throughout the 
stay: either the low rate or a mix of high and low rates depending on demand and 
price strategies.
• Multiplier Effect (Brotherton and Mooney, 1992; Kimes, 1989a): Airlines generate 
revenue mainly from their seats bookings while hotels cannot disregard potential 
revenues produced from conference facilities, restaurants. Spas, and others leisure 
services. Therefore, RM becomes more complicated since the previously mentioned 
revenue maximization opportunities need to be considered.
• Constrained Capacity (Talluri and van Ryzin, 2005; Yeoman and Watson, 1997): 
When an airline experiences heavy demand for a route, an aircraft could be 
redeployed to a new route to accommodate this high demand. However, a hotel could 
not be relocated from a low demand area to one experiencing high demand.
• E-commerce (Phillips, 2005): The airlines pioneered electronic distribution; their 
system allowed immediate receipt and processing of customer booking requests, 
enabled airlines to change prices and availability, and to have the updated information 
transmitted worldwide. Hotels did not predict the ultimate role of channel 
management in the world of commerce and have adopted price updates and 
transaction responses at a later stage.
• Hotel customers arrive at different times of the day whereas airlines have specific 
arrival and departure times. Hotels must respond in a continuous and evolving 
process to such arrivals and departures, thus there is never a set time at which RM is 
complete (Smith et al., 1992).
• Kimes (2002) stated that the airline industry has limited major competitors on specific 
routes, for specific dates. However, the hotel industry has many major competitors in 
specific locations. Therefore, customers have a wide choice of hotels to choose from. 
These market conditions might have limited the success in the application of RM 
pricing practices in the hotel industry compared to the airline industry.
In general, the differences in RM practice between the airlines and the hotels have revealed 
that the RM methods employed in the airline industry are not necessarily applicable to hotels
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and thus to other service industries (Orkin, 1990; Kimes, 1989a). Hence, hoteliers were 
forced to modify and adapt the RM practice to the hotel industry. The RM concept was 
embraced by an industry that wanted to increase overall hotel profits, not just room revenue. 
The next section will review a myriad of RM definitions, and outline the confusion resulting 
from the interchangeable use of two terminologies: yield management and revenue 
management, which will lead to identifying a “best fit” definition.
2.3 Definition of Revenue Management
The practice of revenue management has a very rich history and body of knowledge in terms 
of academic and practitioner research. In fact, several publications have provided an 
overview of research on RM; these are reflected in Table 2.1.
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Table 2.1 Revenue Management Overview
Authors Abstracts
Cullen and Helsel (2006)
Talluri and van Ryzin (2004)
Elmaghraby and Keskinocak 
(2003)
Boyd and Beligan (2003)
Kimes (2003)
Bitran and Caldentey (2003)
Pak and Piersma (2002)
Ingold, McMahon-Beattie and 
Yeoman (2000)
McGill and van Ryzin (1999)
Cross (1997)
Weatherford and Bodily (1992)
This report explores the evolution of RM, a review of the 
key drivers, of the key industry challenges, of developing 
revenue, pricing and inventory control strategies, of key 
metrics and interviews some of the industry’s key 
players.
This book provides a thorough introduction into the 
concepts of RM.
This paper reviews over 80 articles and current practices 
in dynamic pricing in the presence of inventory 
considerations.
This paper references over 110 articles to review the 
history of RM to illustrate a successful e-commerce 
model of dynamic, automated sales enabled by central 
reservation and RM systems.
This paper reviews author’s owoi research in RM 
including 11 articles of her own work and discusses areas 
of future research.
This paper reviews 88 papers that primarily focus on the 
research into dynamic pricing policies and their relation 
to RM.
This paper presents a review of the variety of operations 
research techniques for airline RM problems from over 
30 articles.
This book focuses on theoretical foundations, knowledge 
and applications of RM.
This paper reviews the history of research on 
transportation RM, and the development in forecasting, 
overbooking, and seat inventory control. This paper also 
includes a glossary of RM terminology.
This book addresses fundamental questions about RM’s 
techniques and application to a range of businesses.
This paper reviews over 40 articles and proposes a 14- 
element taxonomy for RM._________________________
Source: Adapted from Chiang et al. (2007:99)
The above mentioned publications reflect the growing attention and literature on RM in the 
airline and hotel sector, and reveal the necessity to provide a concise definition of the concept 
and its key drivers.
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A multitude of definitions has been proposed; however, these varying definitions on RM 
share a fairly similar and broader framework so that a fair amount of overlap is found 
between them. Most of the RM definitions are fimctionally based i.e. some definitions 
emphasize the application of RM, whereas others look at it from an operational or marketing 
perspective. The definitions and related explanations of revenue management are examined 
in Table 2.2 and analysed. The aim is to build some features to be present in an ultimate RM 
application in order to develop a “best fit” definition of RM.
Table 2.2 Revenue Management Definitions
1 2 3 4 5 6 7 8 9 10 11 12 13
Selling the right product to the right 
customer at the right time X X
Revenue maximisation X X X X X X
Profit maximisation X X X X X
Allocate undifferentiated units to limited 
capacity and to available demand X
Systems and procedures to maximise sales 
of a product under more-or-less fixed 
supply
X
Allocate the accommodation to different 
market segments X X
Manipulation of room rates by taking into 
account forecasted demand /supply patterns X X
Predict real time customer demand at the 
micro-level and optimizing the price and 
availability of products
X
Selectiyely accepting and rejecting 
customers by rate, length of stay, and arrival 
date
X
Application of basic economic principles to 
pricing and controlling room inventory X
Identifying the profitability of markets 
segments, establishing value, setting prices, 
creating discount and displacement rules for 
application to the advanced reservations 
process
X
^Jones and Hamilton (1992:90); ^Brotherton and Mooney (1992:24); ^Lieberman (1993:34); ^Donaghy et al. 
(1995b:140); ^Jauncey et al. (1995:25); °^Cross (1997:33); "Jones (2000:88); ^Winod (2004:178); ^^Sanchez 
and Satir (2005:136).
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The definitions of Cross (1997), Smith et al. (1992), and Kimes (1989) capture the following 
elemental trade-off: A hotel has limited and perishable inventory; once it expires, the value 
of this inventory drops to zero. Moreover, a hotel has several classes of customers, each of 
which pay a different price for the same product, which is in line with the viewpoints of 
Donaghy et al. (1995b) and Brotherton and Mooney (1992) who highlight the importance of 
market segmentation. Further, higher paying customers may place orders after the hotel 
receives less valuable orders. Hence, “price-sensitive customers willing to purchase at off- 
peak times can do so at favourable prices, while price-insensitive customers who want to 
purchase at peak times are able to do so as well” (Kimes and Wagner, 2001:9). In fact, in 
order to be able to use RM effectively, an organisation must be able to segment its customers 
into those who are sensitive to price and those who are insensitive to price. Therefore, a 
hotel must trade-off the revenue benefits realized by maintaining a reservation inventory for 
higher paying customers (while in the process denying lower paying customers), versus the 
risk of owning this inventory when it expires (Vinod, 2004). In line with that, Vinod (2004) 
states that the selection of accepting a customer’s reservation request is not merely based on 
the highest rate paid, but also on the length of stay and arrival date.
Jauncey et al. (1995) suggest that if the RM practitioner is knowledgeable concerning 
property demand patterns (i.e. historical demand, no-shows, walk-ins, booking behaviour, 
customer cancellation patterns and many others) and can identify the current market 
conditions, he/she might, under certain conditions, decide to reduce the rate to stimulate 
demand. Likewise, Sanchez and Satir (2005) define RM as the manipulation of rates offered 
to the customers in light of forecasted demand and supply patterns.
On the one hand, all of the above authors confirm the revenue driven purpose of RM and on 
the other hand, they realize the potential of RM to be profit oriented. Basically, these authors 
have attempted to combine these objectives of RM in order to avoid confusion, but the 
ambiguity remains. Moreover, RM for the majority of the authors mentioned above is about 
establishing prices according to forecasted demand levels (including historical and future 
demand, actual versus forecasted demand), the market segmentation factors of customers, 
and the application of optimum prices in various situations/periods. In other words, a RM
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system allows the adjustment of prices to the fixed room capacity through different patterns 
of demand, in order to achieve the highest possible revenue (maximise room revenue) from 
different market segments. The variance in Jones and Hamilton’s (1992) definition in 
comparison with the preceding ones relies on the use of “more-or-less fixed” which denotes 
the relationship between demand conditions, price strategies and customer behaviour in order 
to maximise revenue. Therefore, a RM system recommends the best times to constrain 
availability to increase return, and to sell rooms at a cheaper rate to maximise occupancy.
There are also streams looking into RM from different perspectives. Firstly, Lieberman 
(1993) and Relihan (1989) consider that RM offers a more systematic approach to decision­
making as the RM system incorporates probability, statistics, and knowledge of historical 
data. This can be characterized as very broad definition; they do not state exactly what RM 
is, but describe it as a management technique that encompasses a variety of both hard 
quantitative (e.g. statistics) and soft qualitative (e.g. knowledge) discipline. Secondly, 
Yeoman (1996) sees RM not only as a decision support system designed to enhance a variety 
of business functions, but also as a system that involves education / training and corporate 
policies / procedures. Indeed, Yeoman and Watson (1997) describe RM as a human activity 
system. In light of that, Belobaba (2002) noted that a continuous investment in system 
administration and support, in user education and training are required for an effective RM. 
Belobaba (2002) expresses concern that failure to pay sufficient attention to such issues, risks 
“a future in which the adoption of new RM tools is slowed, the impacts of these RM tolls fall 
short of their promise, and the credibility of RM professionals is questioned.” Likewise, 
Jones and Hamilton (1992) have also discussed similar issues related to the employees’ lack 
of knowledge about RM in a property and the necessity of undertaking continuous training 
and tutoring. Thirdly, Jones (2000) attempted to demonstrate how RM is different from 
previous reservations practices (before RM), and reflected on the differences between RM 
adoption in airlines and hotels.
A perplexity relies on the use of a wide range of definitions developed since the late 1980s as 
shown above, and amongst these definitions, the common dispute remains the aim of RM. 
What does RM maximise: revenue or profit? Some studies regard RM as a “revenue”
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maximization tool (Jauncey et al., 1995; Jones and Hamilton, 1992; Kimes, 1994and 1989a; 
Relihan, 1989; Orkin, 1988), while others view it as a “profit” maximization method or a 
“method to manage capacity profitably” (Jones, 2000; Cross, 1997; Donaghy et al., 1995b; 
Lieberman, 1993; Kimes 1989a).
Kimes (2000) suggests that RM encompasses far more than revenue; it is evolving into a 
management science that is more accurately described by profit optimisation: other revenue 
opportunities (i.e. other than room revenues) should be integrated into a full RM system. 
This multiplier effect was first introduced by Kimes who acknowledged that by just focusing 
on rooms, hotels failed to identify other revenue opportunities. The author also refers to RM 
as a decision support system that recommends a decision to be taken. However, it is up to 
the practitioner to decide whether or not to override it. In fact, Noone and Griffin (1998) 
indicate that the terminology requires clarification since revenue increase does not 
necessarily lead to profit increase, if the cost element is ignored.
Dunn and Brooks (1990) argue that hotels should base their pricing strategies on profit rather 
than revenue maximization; this is made possible through adopting a Market Segment Profit 
Analysis (MSPA) or a Customer Profitability Analysis (CPA) approach. The former 
emphasises the potential revenue of each market segment. The latter assesses the profit yield 
by individual customer or customer groups (Noone and Griffin, 1998). According to 
Krakhmal (2008) and Noone and Griffin (1998), this approach identifies each customer’s 
contribution to the hotel’s profits, and allows the distribution of costs to those customers 
resulting in approaching market segments on the basis of cost and profitability.
To conclude, as Jones (1999, 2000) mentioned, there is no generally agreed definition of RM, 
how it works and what the basic features actually are.
2.3.1 “Best Fit” Definition of RM
From the above analysis and the literature review of RM definitions, the following generic 
“best fit” definition of revenue management has been developed:
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Revenue management is the practice of dynamically pricing a perishable product and 
selectively allocating scarce capacity across segmented demand and distribution 
channels, while taking into account customers’ profitability and value, in an effort to 
maximise gross total revenue and, therefore, improve profitability.
This definition emphasises the long-term revenue yield from customers and considers both 
capacity and customers as valuable business assets representing the organisation’s yield base. 
Currently, revenue management practices judge “best customers” in terms of maximising 
current/short-term profitability, while integrating Customer value in the process adopts a 
longer-term view. Thus, the definition implies that companies should gather comprehensive 
information about their customers’ value in order to act consequently and optimise 
profitability.
Following the introduction and definition of the RM concept, the next section outlines 
authors’ attempt to conceptualise the process of RM implementation into the development of 
models and frameworks.
2.4 Revenue Management Implementation
Despite the accrued literature on RM, a large number of the existing publications on RM are 
still fragmented and repetitive. Furthermore, RM literature remains mostly concentrated on 
forecasting, decision-making and mathematical modelling issues. A limited number of 
empirical studies have specifically discussed and explained RM implementation mechanisms 
and techniques and their potential implications on the management of hotel operations 
(Okumus, 2004). This section will review the literature on RM implementation through a 
conceptual model, adopted from Jones’ (1999) model, and will suggest improvements to the 
base model by overcoming its gaps.
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Jones (1999) has developed a model which includes some important aspects to be considered 
when implementing RM as a result of interviewing key managerial staff in nine hotels. The 
author configured RM as a system that applies to the total aspects of hotels operations; this 
can be seen in Figure 2.1. As proposed by McMahon-Beattie et al. (1999), this model has 
successfully addressed several characteristics acknowledged by existing models in the 
literature.
Figure 2.1 The Hotel Revenue Management System
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The model is divided into two main sections: the décision-support system and the decision­
making system. Firstly, the décision-support system comprises an information system which 
is concerned on the one hand with the actual reservations made, cancellations and no-shows, 
and on the other hand with the analysis of demand used in strategic and operational decision­
making. Furthermore, the décision-support system consists of human and technological 
support which sets the difference between Jones’ model and other models examined below. 
Secondly, the decision-making system has two sub-systems: one is involved in long-term 
decisions such as market segmentation, pricing policies, and the other is related to short-term 
decisions such as the daily operations and implementation of RM techniques. The model 
also indicates how the external environment continually affects the daily routine of the RM
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system which has only been discussed in one model, that of Farrell and Whelan-Ryan (1998). 
Most hotels tend to focus on a few of the aspects in Jones’ (1999) model, and thus 
implementing all the stages of this model will require much effort to adapt and include all 
factors.
One of the earliest contributions to the understanding of RM implementation includes the 
seven-stage model (refer to Figure 2.2) by Jones and Hamilton (1992). The authors 
concurred that RM process is complex in terms of the amount of data and information to be 
manipulated by the practitioner. From their study, two main problems evolve as a 
consequence of new complex technologies; on the one hand, a concentration on the detail of 
RM without fully grasping the concept; and on another, a focus on the relevance of the 
human element in a RM system, failing to realise the importance of information technology 
and software, management commitment towards RM implementation, management feedback 
towards RM practices, and the customer. It is worth noting that their model was not tested 
empirically to validate its stages, hence, also limiting its effectiveness.
Human resource management has been recognized as one of the essential factors along with 
the importance of developing a yield culture in the organisation by Jones and Hamilton 
(1992). Indeed, those factors determine the ultimate success or failure of the adoption and 
implementation of RM (Lieberman, 1993; Weatherford and Bodily, 1992; Kimes, 1989a; 
Orkin, 1988). Moreover, Belobaba (2002) and Yeoman and Watson (1997) have also 
emphasized training, education and support to be given to RM practitioners in order to avoid 
risks as the RM adoption tools might fall short of their promise, and according to them, the 
credibility of RM professionals will be questionable.
Jauncey et al. (1995:25) identified “several features for an ideal yield management 
application” as a result of a survey administered on 18 London-based firont office managers 
(refer to Figure 2.2). Their features’ list has clear limitations as it does not include any 
advice on how to handle the pre-RM process, i.e. decision-making process, as noted by Jones 
and Hamilton (1992). The features appear to be more of an operational procedure rather than 
a model for RM since it fails to address areas such as human resources, technology and
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strategic planning. Nevertheless, Jauncey et al. (1995) mention the importance of carefully 
planning and resourcing the implementation, and identifying the individual guests who 
require special treatment, such as regular guests and they highlight the importance of 
integrating their preferences and requirements in the system to make efficient use of it. Even 
though they identified the relevance of this information, they do not succeed in including it in 
their process, which limits its functionality.
Donaghy et al. (1995b: 143) propose “an operational framework” focusing on ten key areas as 
shown in Figure 2.2. Jones (1999:1113) asserts that the framework is “effective in 
identifying both decision-making and information systems, as placing RM in a hotel context 
and external environment.” However, it is not a model, as links between the ten key areas 
are not clear and evident. Hence, it cannot be used as a valid tool to assess the performance 
of RM systems.
Farrell and Whelan-Ryan (1998) built on the model of Jones and Hamilton (1992) and from 
the extended research they carried out, they suggested an eight-step model for the 
implementation of a RM system (refer to Figure 2.2). The authors argue that the above- 
mentioned activities are interrelated and cannot be conducted in isolation from each other. 
This model appears to be flexible and dynamic, taking into account the constant variation in 
the hospitality environment(s). However, this model was not tested empirically to validate 
its stages, thus, limiting its effectiveness.
Hansen and Eringa (1998) proposed an approach to RM that identifies both decision-making 
and information systems (refer to Figure 2.2). However, they highlighted the importance of 
people at all stages of the programme, at the expense of the technological element, as well as 
failing to differentiate between the strategic and the operational role of RM. Similar to 
Hansen and Eringa’s (1998) emphasis on the human element. Yeoman and Watson (1997:80) 
described RM as a cyclical “human activity system” consisting of three systems: forecasting, 
strategy and people, whereby each system has mutual interflows. However, their model fails 
to identify the strategic and operational roles of RM, and the customer.
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Emekisz et al. (2006:541) suggested an improved RM model which originated for “full 
service upscale hotels as five-star hotel properties”, where it was tested. The authors’ model 
was designed on the basis of previously discussed models and consisted of five stages (refer 
to Figure 2.2). The advantage of this model lies in its specific application to the service five- 
star hotel properties, where the implementation of a RM system might be more complex, 
compared to the deployment of a centralised RM system. Further, the model does not 
necessarily assume that these properties employ a computerised RM system. However, this 
study did not appear to suggest recommendations on the implementation of a RM system for 
these types of hotels.
Luciani (1999) described the implementation of RM in small and medium sized hotels in 
Italy using the model developed by Jones in 1998. However, the implementation of a RM 
system was not evaluated. Sigala et al. (2001) and Donaghy et al. (1998) suggested that a 
team approach is required for the implementation of a RM system whereby commitment and 
participation from all management levels is achieved as RM will impact several functional 
areas. Talluri and van Ryzin (2005) suggest that RM success hinges critically on the quality 
of implementation which involves more than software and hardware. It requires designing 
products, aligning incentives and organisational structures, changing business processes to 
support the organisation’s RM objectives and training employees. The research undertaken 
by Okumus (2004) disclosed the intricacy of implementing a centralised RM project. It 
appears that “revenue implementation is interpreted as the installation of advanced 
information technology and the introduction of mathematical decision-making models” 
(Okumus, 2004:70). The author proposes that RM implementation should be examined and 
analysed from a strategic management outlook.
The theories and models identified in the literature on RM implementation are overlaid and 
synthesized on the conceptual model in Figure 2.2 after they were critically evaluated. The 
gaps identified in Jones’ (1999) model and in other literature are highlighted in red, to 
illustrate the revised hotel revenue management model, which will be tested empirically in 
this research study.
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As previously mentioned, the development and implementation of RM techniques through 
models are viewed as linear and rational procedures, whereby the stages suggested show 
discrepancies, common patterns and gaps. Even if these models offer a theoretical 
framework for the implementation of RM, their pertinence in practice is restricted, since a 
number of them have not been tested empirically, hence, limiting their effectiveness. 
Further, Jones’ (1999) model failed to address several relationships, which the suggested 
revised model (Figure 2.2) will attempt to overcome; these are links between operational 
decision-making and:
• Human support: as discussed above by Emeksiz et al (2006), Farrell and Whelan- 
Ryan (1998), and Hansen and Eringa (1998) who all recognised the importance of 
revenue managers in providing feedback, support and praise for their employees 
performing RM activities. This explains the one-way direction of the arrow from 
management to employees in the figure.
• Strategic decision-making: several authors (Emeksiz et al., 2006; Farrell and 
Whelan-Ryan, 1998; Hansen and Eringa, 1998; Jones and Hamilton, 1992) 
highlighted the relevance of measuring the success of the RM system and its 
activities. Revenue managers need to give feedback on long-term policies and 
procedures, which may in turn lead to alteration of such decisions. This explains 
the one-way direction of the arrow in the figure.
• Demand analysis: to guarantee that the strategies (such as pricing decisions, 
restriction controls, procedures etc) are accurately deployed, revenue managers 
need to examine them in relation to real-time environment dynamics, and alter 
and/or improve them by formulating new decisions (Emeksiz et al., 2006; Farrell 
and Whelan-Ryan, 1998; Hansen and Eringa, 1998). Hence, the two-ways 
direction of the arrow in the figure.
This new link eliminates the existing association between reservations and strategic 
decision-making as, in practice, a short-term decision made on whether to accept, 
decline or deny a customer’s request does not correlate with long-term tactics and 
strategies on RM.
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None of the above reviewed models acknowledged revenue management’s impact on 
customers and their relationships with the organisation. Indeed, RM must not only sustain 
the day-to-day revenue maximisation, but also enable customer relationship development. 
Thus, in the hotel context, it is crucial to understand the significance of customers’ 
reservation booking process in the information system, whereby an enquiry will lead to one 
of three outcomes (accept, decline, deny). These outcomes might facilitate or inhibit 
customers’ behavioural intentions towards the hotel chain. It must be noted that previous 
research into RM and into customers’ perceptions of price fairness (reviewed in the next 
chapter) does not address these three different customer groups and their respective 
behavioural intentions as a result of being exposed to RM pricing practices. Consequently, 
the researcher proposes a conceptual reservation booking process (refer to Figure 2.3) to 
address this gap in the literature. This was developed based on the researcher’s broad 
experience as a revenue manager, the researcher’s exposure to making hotel reservations, 
and the extensive previous research into hotel room bookings.
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To conclude, RM academics have over time created a number of models and frameworks in 
which they have tried to explain the necessary steps and tools for the introduction of a RM 
system into a hotel and the relationships that exist among these steps and tools. However, 
early work indicated a lack of understanding of the concept, as models were clearly 
inadequate and thus limited in their usefulness. Hence, this research will bridge this gap by 
investigating the implementation of a centralised RM system at a budget hotel chain 
underpinned by the conceptual model in Figure 2.2, and the impact of RM pricing practices 
on customers by adopting the three groups suggested in the reservation booking process 
(Figure 2.3). It will seek to answer the following questions:
• How does a budget hotel chain implement revenue management?
• How do managers perceive the impact of applying revenue management pricing 
practices on their customers? Do these decisions benefit or damage the relationship 
with customers?
• How do RM pricing practices influence customers’ behavioural intentions?
• How might these behavioural intentions vary from one customer group to another?
It is important for companies to use an accurate measure to assess the effectiveness of a 
deployed RM system. The following section will review several methods of performance 
evaluation and measurements.
2.5 Revenue Management Performance
Revenue Management is said to have been implemented in service companies to improve 
financial performance. Basically, RM concentrates more on the traditional approach of 
maximizing sales (room revenue) rather than focusing on maximizing contribution (Cross et 
al., 2009). Indeed, RM tends to ignore the potential revenues that can be generated from the 
application of RM systems in other departments (Cross et al., 2009); there appears a lack of 
research, for example, in evaluating total guest expenditure and the long-term value of the 
guest.
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Literature in the area of RM concentrates largely on the operational issues of maximizing 
revenues, although issues of profitability and performance have only been considered in the 
past few years (Burgess and Bryant, 2001). In a RM practice, it is necessary for an 
organisation to quantify and assess the effectiveness of its diverse business decisions. 
Performance evaluation can be accomplished through different methods. The primary 
concern is to know who should get credit for the improved revenue performance of a hotel 
with a newly installed RM system. Several arguments can be made; the system delivered 
benefits, the new advertising campaigns, or the higher guest satisfaction ratings generated 
considerable repeat business and so on (Jain and Bowman, 2005). Prior to reviewing the 
different methods of performance evaluation and measurement, DeLain and O’Meara (2004) 
review the success of organisations which have deployed a RM system and revealed to have 
generated a positive return on their investment.
2.5.1 Financial Impact
An increasing number of companies are questioning the worth of investing into the 
development and implementation of a RM system. Hence, a strong need to quantify the 
expected returns the organisation will receive from such an investment is fundamental 
(DeLain and O’Meara, 2004). Hence, it is essential to monitor the performance of RM in 
order to determine the quality of the data, the accuracy of the models, and therefore, the 
return on the investment (Vinod, 2004).
Evidence suggests that RM does pay off. According to Cross (1997), revenue increases were 
substantial after companies employed RM, especially in the airline and hotel industry. For 
instance. Continental Cargo achieved incremental revenue increases of $12 million from 
1999 to 2002 attributable to RM. Moreover, American Airlines and Delta Airlines claim that 
a revenue increase of $500 million per year and $300 million per year respectively were 
generated from the practice of RM techniques (Farrell, Whelan-Ryan, 1998; Boyd, 1998). In 
the car rental context. Hertz reported a five percent increase in average revenue per rental 
with its RM system.
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The application of RM in the hotel industry has been regarded as successful as in the airline 
industry (Cross, 1997) with its yield oriented sales boosting many hotel’s bottom line (Orkin, 
1988). Marriott International Hotels praise their revenue management system as a revenue 
increase of $100 million per year was achieved (Cross et al., 2009; Farrell, Whelan-Ryan, 
1998; Boyd, 1998; Cross, 1997). The application of forecasting and capacity restrictions by 
price and length of stay resulted in an incremental $25 million revenue to a major hotel chain 
(Cross et al., 2009). IDeaS, a yield management software provider, conducted a survey 
which identified that hotels achieved an average of five to seven percent revenue increase 
after employing a RM system (IDeaS Yield Survey, 2001). However, the sustainability of 
these financial increases is doubtful due to the potential impact of RM practices on customer 
relationships (McCaskey, 1998; Kimes, 2002). Moreover, Jones (2000) researched three 
hotels and identified the difficulty in recognizing the performance derived from the 
implementation of RM practices due to several variables such as competition, market 
conditions, events in town, internal conditions to hotels (i.e. refurbishment, rebranding and 
others), even though senior managers perceived RM’s effectiveness.
Monitoring performance of a RM system is crucial. In the early implementation stage of a 
RM system at an organisation, there is an absolute interest in the potential final results i.e. 
potential profits. However, how a particular system will convert these profits is usually 
omitted. Thus, there is a need to quantify the benefits gained from RM systems. These are 
discussed below.
2.5.2 Performance Evaluation Methods
This section presents an overview of various performance evaluations and measurements that 
aid in the assessment of the value (in terms of revenues and costs) of developing and 
implementing a RM system.
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2.5.2.1 Revenue-Benefits Measurement
Chiang et ai. (2007) and Talluri and van Ryzin (2005) suggest that senior managers should be 
able to assess whether the benefits justify the costs, by analyzing the RM investment before 
the implementation and then later, after the system is up and running to validate the systems’ 
benefits (i.e. using two periods of time). This measurement approach is also called pre- and 
post- comparison where real revenues under actual operating conditions are compared 
(Lieberman and Raskin, 2005). Talluri and van Ryzin (2005) propose that a parallel test of 
the new system versus the old system should be performed by selectively applying the new 
RM system to a sample of products and markets while continuing to manage the remaining 
products and markets with the old system. This allows for a controlled experiment of the 
revenue performance of the new and old systems under the same economic conditions. This 
practice should be viewed as an opportunity for process improvement. The drawbacks of this 
method, as identified by Chiang et al. (2007), are the difficulty in finding two hotels that 
experience nearly identical effects from the extraneous factors, and the unlikelihood that they 
would share the same pricing strategies or the same marketing mixes. Moreover, there are 
administrative approaches to performance measurement such as year-on-year comparisons 
against an expectation, and comparisons against budget, where budget is set by some 
decision-maker(s) and performance is evaluated against it. The drawback of this method is 
the fact that it includes the impact of the market changes (Lieberman and Raskin, 2005).
2.5.2.2 The Opportunity Cost of RM
By tying organisational performance to pricing and capacity decisions of RM systems, it is 
suggested that hotels are able to examine the extended success of RM systems (Anderson and 
Blair, 2004) and to, identify areas for future improvements.
Anderson and Blair (2004) propose the Performance Monitor approach, which measures the 
impact of RM through analysing the lost revenue opportunities of historic decisions and thus, 
shedding light on what can be done in the future to capitalize on the lost opportunity. Their 
approach was implemented at Dollar Thrifty Automotive Group mainly to measure the
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overselling trade-off, specifically looking to quantifying the financial impacts of spoilage and 
a lack of yielding. Phase One calculates objective results and signals opportunities and 
missed actions, whereas Phase Two measures and quantifies performance relative to potential 
cost associated with the business that was not consummated. This tool is novel in its ability 
to capture lost sales information such as rate or availability tumdowns, which provide an 
array of information into historic pricing decisions. Anderson and Blair (2004:366) 
summarize the benefit of this tool and state, “Performance Monitor signals missed revenue 
opportunities and, more importantly, provides a measure of potential revenues that may be 
captured with improved RM approaches.”
Similar to the above method, Lieberman and Raskin (2005) suggest an approach known as
Comparable Challenges to offer a quantitative measure of RM and pricing decisions
performance for an equivalent comparable period i.e. potential demand and inventory
availability (like for like comparisons rather than month to month for instance). They
consider that their method improves the performance of RM decision-making through
providing insights on specific actions to take, especially on missed opportunities. Thus,
Lieberman and Raskin (2005:183) state that:
“The proposed approach could provide companies with reasonable, ongoing financial 
estimates of its RM performance, and, ultimately, the incremental revenues resulting 
from its RM programme, and this approach could be used more generally whenever 
initiatives are expected to affect the bottom line.”
However, there is no indication that this approach has been applied in the industry to assess 
its reliability.
2.5.2.3 Other Measures
Jain and Bowman (2005) suggest a practice to assess the benefits of length-of-stay or 
duration control, overbooking and rate controls for the hotel industry. The method requires 
several periods of data in order to remove the effects of internal and external changes and 
determine the gain from RM objectively. Moreover, it also applies forecasting data for the 
year prior to the implementation of RM providing a means of estimating the most likely data. 
The authors presume that their method can provide precise results because it has isolated
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external and internal influences, such as external trends, seasonal effects, and internal 
changes. Therefore, it allows practitioners to see explicitly their return on investment. Jain 
and Bowman (2005) state that successful measurement can only happen when the hotel 
evaluates its performance working with a RM system, and compares it with the revenue 
performance it would have received without the system, everything else being equal. This 
method suggested by Jain and Bowman (2005) has not been tested empirically.
As hotel decision makers are constantly looking for measures to justify the investment made 
in a RM system, Amadeus (previously known as Optims, provider of a RM system) has 
pioneered a performance measurement tool (Rannou and Melli, 2003) that allows the 
evaluation of revenue enhancement which is exclusively due to the impact of the RM system 
and independent of market conditions, reservations procedures, changes in other systems, 
distribution strategy and actual use of the RM system recommendations. The performance 
measurement suggested by Amadeus concentrates on a single period of time (past two / three 
months or past year), and the approach removes the external and internal changes, thus 
provides an indication of how much, if any of the optimal revenue was attained. The 
approach is currently applied in a number of hotels and is undergoing further enhancements.
Marriott International developed a revenue opportunity model to quantify the success of 
inventoiy controls and price performance (Cross et al., 2009). This tool assesses the impact 
of revenue management practices by evaluating the definite decision to two scenarios: (1) the 
optimal revenue that could have been achieved; and (2) the actual revenue achieved 
compared to the revenue that could have been achieved if no controls were set.
An organisation’s objective from the implementation of a RM system is to determine pricing 
and inventory policies that maximise revenues and profits by: (1) offering a set of prices and 
inventory restrictions to each demand/product category, or (2) offering a single product and 
dynamically vary the price over time (Levin et al., 2007). Whichever way is established, 
customers are faced with prices that dynamically fluctuate.
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This research concentrates essentially on dynamic pricing, as a RM pricing practice, the 
definition of which is provided in the following section. The latter will also address the 
characteristics of dynamic pricing and its application in the hotel and airline industries.
2.6 Dynamic Pricing -  A Revenue Management Practice
According to Talluri and van Ryzin (2005), Choi and Mattila (2005), and Kimes and Chase 
(1998), dynamic pricing remains the core of RM practices and has had a surge of interest in 
recent years (Ng, 2008).
Due to the growth in the Internet and its prevalence as a medium of distribution, traditional 
pricing models have said to have been supplanted with dynamic pricing (Bitran and 
Caldentey, 2003). Levin et al. (2009) and Ng (2008) suggest that the Internet offers the 
advantage to monitor product demand in real time and adjust prices dynamically in response 
to changes in demand and capacity patterns. Moreover, the Internet has given many 
organisations the opportunity to customise prices based on the purchase history of each 
business and individual customer. This is possible through databases that allow companies to 
propose different prices to its repeat customers, or to tactically and purposefully price 
products similar to those purchased in the past (Chen and Pearcy, 2006). Hence, an increase 
in applications of scientific methods in RM systems for dynamic pricing has been witnessed 
in the last decade. The practice of dynamic pricing is said not to be new as organisations and 
individuals have always referred to price adjustments in order to maximise their profits at a 
price the customer is willing to pay (Talluri and van Ryzin, 2005). The following section 
provides a more in-depth definition of dynamic pricing.
2.6.1 From Fixed Pricing to Dynamic Pricing
Despite the advantages and benefits of applying dynamic pricing as a revenue management 
pricing practice, many organisations are said to be anxious about dynamic pricing preferring 
instead the convenience and what they see as the more appropriate, fixed pricing (Zhao and
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Zheng, 2000; Feng and Gallego, 2000, 1995; Bitran and Mondschein, 1997; Gallego and van 
Ryzin, 1994). Fixed prices seemingly benefit buyers and sellers in the sense that price 
certainty reduces financial risk and lowers transaction costs. However, it is worth 
remembering the multiple disadvantages of fixed pricing. Uniform prices cut revenues, since 
some customers pay more than the offered price, and others pay less, enough to keep on 
generating profit and increase sales (Feng and Gallego, 2000, 1995; Zhao and Zheng, 2000). 
Moreover, fixed pricing also increases costs; determining optimum pricing requires time and 
research, especially if a product is new to the marketplace (Gallego and van Ryzin, 1994). 
Fixed pricing cannot envisage depreciation or precisely encompass the changing demand’s 
effect (Bitran and Mondschein, 1997). Fixed rates are also contracted based on volume 
expectations and are reviewed and re-negotiated based on actual production, which means 
that hotel chains are not able to amend the rates of a particular organisation before the end of 
the contractual year, should the latter generate more volume than negotiated.
Dynamic pricing is a business strategy wherein prices frequently vary by channel, product, 
customer and time, as a result of changes in supply and demand information and conditions 
(Ng, 2008; Haws and Bearden, 2006; Zhao and Zheng, 2000; Feng and Gallego, 2000,1995; 
Bitran and Mondschein, 1997; Gallego and van Ryzin, 1994). It represents a flexible 
approach where price changes are made based on the differences in customers, products, 
transactions, competitors’ pricing and time (Kasavana and Singh, 2002), and it is said to 
provide controls for companies to improve bottom line (Biller et al., 2005). Basically, this 
pricing approach uses a sophisticated way of pricing with a range of added market factors 
(such as economic conditions, competition’s actions) before a price can be determined 
(Coulthurst, 2002). Therefore, the value of the product/service being sold is not inherent in 
the product/service, but is determined by the buyers’ willingness to pay. In other words, the 
organisation discriminates customers by selling its products at different points in time, at 
different prices and through different channels (Bansal and Maglaras, 2009). Demand-based 
pricing, multi-tiered pricing and online pricing are all examples of dynamic pricing 
strategies.
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Accenture (2001) identified the benefits of dynamic pricing as threefold. First, it can 
increase the margin of sales, thus maximising profits, and reducing the risk of obsolete 
inventory. Second, it provides companies with new prospects to increase the return per 
customer by maximising the volume of repeat customers, fostered by use of loyalty card 
schemes. Third, it can result in enhanced profits on assets. For instance, companies can vary 
their prices as to attract demand in low periods and suppress it in high periods (Kambil et al., 
2002). In line with this, according to several researchers (Zhao and Zheng, 2000; Feng and 
Gallego, 2000, 1995; Bitran and Mondschein, 1997; Gallego and van Ryzin, 1994), dynamic 
pricing offers several advantages. For example, companies enjoy greater profitability on 
each item by pricing products based on market demand, and it allows real-time information 
about market forces such as any drop in demand, thus enabling pricing strategies to be 
altered.
There exist different research streams in dynamic pricing, each holding a different 
perspective. These are reviewed in the following section.
2.6.2 Streams of Dynamic Pricing
In the demand-based dynamic pricing stream of literature, dynamic pricing refers to the 
operations of auction-based business-to-business exchanges (Tmffelli, 2006), the dynamic 
posted pricing (Blmaghraby and Keskinocak, 2003), and bundle pricing (Ng, 2008).
Current models of value-based pricing include auctions (eBay) and reverse auctions 
(Priceline.com). For instance, Priceline.com allows buyers to set their price for a product or 
service (such as airline ticket or a room) according to its perceived value and sellers bid for 
their business. Airlines and hotels can benefit from the business model ofPriceline.com as it 
provides them with the opportunity to generate additional revenues on their products and 
services that would have otherwise gone unsold (Raju et al., 2006). Online auctions such as 
eBay are considered another type of dynamic value-based pricing which is outward-looking 
and is based on customer value evaluation to purchase products at variable prices. 
Companies wanting to eliminate excess inventories can apply this model (Ng, 2008), as they
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do not need to apply deep discounts to third party channels, which will cost-effectively 
influence the real value of their inventories. These auction-based models will primarily 
impact the business model by converting the price setting mechanism from supplier-centric 
to market-centric and transferring the trading model from ‘one to many’ to ‘many to many’ 
(Kasavana and Singh, 2002:127).
Elmaghraby and Keskinocak (2003) distinguish between two dynamic pricing models: price- 
posted mechanisms and price-discovery mechanisms. With price-posted mechanisms, 
frequent price changes are offered as ‘take it or leave it’ prices, since the organisation is in 
charge of setting the price. With price-discovery mechanisms, such as eBay and Priceline, 
consumers have input into setting the price since they follow a negotiated approach.
Bundle pricing or dynamic packaging represents the last demand-based dynamic pricing 
strategy and refers to including an additional product/service with the customer’s purchase of 
a product/service, at a price lower than if each of the products/services were purchased 
separately (Ng, 2008).
Kambil et al. (2002) describe two different dynamic pricing models that companies use either 
separately or combined. First, time-based pricing which uses the difference between 
customers’ willingness to pay at different times. For instance, corporate/business customers 
are disposed to pay more for an airline ticket since they are late buyers and would like to 
keep their options open. In addition, early buyers in fashion and technology innovations are 
also willing to pay more for the latest items/products. Second, segmentation utilizes 
differences in the willingness each customer has towards paying through different channels, 
at different times, and the different levels of effort each customer exerts. For example, 
airlines can have a variety of different prices for the same seat depending on several factors 
(fences) such as restricted or unrestricted fare, 14-day advance purchase and others.
As a result of these streams, the possibility of quickly adjusting prices, and the effectiveness 
in measuring demand and tracking competitive prices have all contributed to the emergence
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of dynamic pricing strategies (Jayaraman and Baker, 2003). A review of the application of 
dynamic pricing is examined below.
2.6.3 Application of Dynamic Pricing in the Hotel and Airline Industries
A Successful and profitable employment of dynamic pricing strategies is once again the 
airline industry (Talluri and van Ryzin, 2005). Dynamic pricing is built on the assumption 
that there are various passengers’ segments, each willing to pay a different rate, which should 
be identified at the time of purchase. Low cost carriers (LCC), in principle, employ an 
approach based on willingness to pay. Thus, they change their prices over time for a 
particular product (Westermann, 2006), since they depend on passengers willingness to pay 
different price levels at a particular point in time before the departure. Basically, LCC are 
evolving their business to generate revenues more efficiently from each market. In the travel 
industry for instance, the rates for hotel rooms vary date to date depending on what’s going 
on at that period of time at the destination city (Lin, 2006).
The hotel industry has adopted dynamic pricing, and has boosted the prices sharply at times 
of high demand and reduced them heavily at low demands in order to stimulate purchase 
(Garrow et al., 2006; Bitran and Gilbert, 1996; Bitran and Mondschein, 1995). Dynamic 
pricing is based on the time left to arrival as well as the inventory left on hand (Talluri and 
van Ryzin, 2005; Phillips, 2005). Indeed, room rates are established by several variables 
such as seasonality, demographic characteristics, forecast demand patterns, competitor’s 
activities, and any other factors, that affect the demand and supply for accommodation. This 
practice can enhance traditional capacity control RM (i.e. several product classes offered at 
different prices, and capacity is allocated to the various price classes over time to increase 
revenues) as prices offered can be adjusted dynamically in response to amendments in 
demand and capacity patterns. Smits and de Wit (2005) confirm the adoption of dynamic 
pricing strategies by international hotel chains such as Marriott in November 2003, Hilton 
and InterContinental Hotels Group in October 2004, and Accor Asia Pacific in July 2005. 
However, they do not provide further information on the practice and its acceptability among 
customers.
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2.7 Conclusion
As stated in this chapter, the literature on revenue management is still fragmented and 
repetitive. It examined the historical background of RM, which originated in the airline 
industry and subsequently became extensively recognised within the service industry. 
Furthermore, RM has increased in technical complexity, with its name changed from yield 
management to revenue management. However, according to previous literature, RM is still 
perceived as revenue oriented, whereas the researcher suggests that RM should rather be 
profit oriented, combining customer profitability and lifetime value analysis.
Despite the rapidly expanding literature, there is a lack of knowledge about RM 
implementation in the organisation as a whole, as well as in the customers’ acceptance of this 
practice and its impact on their behavioural intentions. Consequently, a conceptual model 
was developed by the researcher that highlights the functionality of decision support systems, 
which determines the success/failure of the hotel revenue management system 
implementation.
Revenue management is said to have been implemented to optimise the organisation’s 
financial performance. The literature findings describe several methods of performance 
evaluation and measurement to quantify the return on investment from the implementation of 
a RM system. However, current systems focus mainly on accommodation yield, although 
additional revenue generated by customers during their stay (restaurants, bars, conventions 
space and others) may also contribute substantially to hotel revenue.
In fact, the strategies employed when prices Were fixed have now changed, with customers 
having further access to pricing information. To better optimise hotel revenues, the internet 
has been adopted by many hotels to accelerate the flow of price information, thus steadily 
spreading the use of dynamic pricing as one of the main elements of RM practices.
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Based on the literature review, a number of issues can be noted:
• Revenue Management is well positioned to expand in several areas within the
hospitality industry such as its integration with Customer Relationship Management 
(CRM), where the innovative contribution will reach a one-to-one RM practice.
• Evidence in the literature suggests that RM may improve yield performance; 
however, several factors (such as the RM system delivered benefits, the advertising
campaign, the higher guest satisfaction ratings, among others) can impact the
improved revenue performance of a hotel with a newly installed RM system.
• There has been an increase in research publications on RM in the service industry. 
However, the existing papers emphasise forecasting, decision-making and 
mathematical modelling issues, failing to discuss the implementation of RM as a 
whole, and the implication it has on people (employees and customers).
• The practice of dynamically pricing a perishable product across different market 
segments and distribution channels has started to be applied across a growing number 
of businesses.
The above key issues will frame and guide the empirical investigation of this study. The 
following chapter will review the literature on the impact of revenue management pricing 
practices on customers’ perceptions and behavioural intentions.
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Chapter 3 
Fairness Perceptions of Dynamic Pricing and 
Customers’ Behavioural Intentions.
3.0 Introduction
At the heart of the practice of revenue management lies the concept of dynamic pricing, 
whereby customers using the same service at the same time are charged different prices 
depending on supply and demand characteristics, products among other factors. This pricing 
strategy results in differences - between customers and across customer stays - in the room 
rates quoted for the same room type at the same hotel. It is argued that such practice might 
be perceived by customers as unfair, thus leading to decreased customer satisfaction, loyalty 
and goodwill, and ultimately to business loss from these customers (Wirtz et al., 2003; 
Shoemaker, 2003; Kimes, 1994; Kahneman et al., 1986a/b).
Elmaghraby and Keskinocak (2003) and Coy (2000) suggest that both business-to-business 
and business-to-consumer companies should assess how dynamic pricing will affect their 
operations. They recommend that companies should consider strategically dynamic pricing, 
as it impacts capacity management, channel and sales force management, and evidently 
customer relationships. Therefore, companies need to understand customers’ reactions to 
dynamic pricing practices, in order to effectively set price levels without inducing customer 
wrath.
The academic literature is restricted to few studies that discuss potential customer conflicts, 
the perceived fairness of RM practices (Wangenheim and Bayon, 2007), and customers’ 
behavioural intentions towards RM pricing practices in the hotel industry (Mathies and 
Gudergan, 2007; Kimes, 2003; Wirtz et al., 2003). Therefore, this chapter will start by 
reviewing the marketing literature on price fairness perceptions; by examining empirical
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studies on the effects of dynamic pricing on customers in the hotel industry mainly; and 
finally by exploring the various marketing and organisational strategies used to resolve 
conflicts that result from dynamic pricing practices. To conclude, customers’ behavioural 
intentions are assessed in relation to dynamic pricing practices and perceptions of price 
fairness.
3.1 Price Fairness Perceptions
Fairness is defined as the conviction of the integrity, honesty and justice of an outcome 
(Martin et al., 2009; Martin-Consuegra et al., 2007; Xia et al., 2004; Bolton et al., 2003). 
Price fairness is the judgment of, and comparison between the buyer’s perceived price 
fairness (i.e. reference price) and the seller’s actual prices (Martin-Consuegra et al., 2007; 
Haws and Bearden, 2006; Homburg et al., 2005; Xia et al., 2004), to identify how just the 
price is. Customers’ perception of fairness is said to be prominent to the maximisation of an 
organisation’s long-term profits (Kimes 2003; Kahneman et al., 1986a). Indeed, research by 
Kahneman et al. (1986a/b) indicates that customers are willing to punish unfair pricing 
behaviour, even at some costs to themselves.
Three streams of literature have been traced to price fairness; the first is associated with the 
distributive and procedural justice, the second is connected to the dual entitlement principle, 
and the third is related to the concept of reference transaction and reference price. The last 
two streams of literature are proposed by Kahneman et al. (1986a). These are discussed 
below.
l.Distribu tive and Procedural Justice
The concept of price fairness was first researched in the early work on social exchange 
(Adams, 1965). Smith et al. (1999), among other researchers, suggest that customers 
evaluate fairness based on three factors, which represent crucial concepts of social exchange, 
however, this research is mainly concerned with distributive and procedural justice:
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o Distributive justice, concerned with the fair allocation of outcomes (Adams, 1965), 
states that customers evaluate the outcomes that different customers receive of an 
exchange. Thus, when customers find others have paid less money for the same 
product, they recognise an inequality in the transaction (Shehryar and Hunt, 2005). 
Similarly, fairness arises in the distributive justice when all parties engaged in an 
exchange share the same ratio of profits to investments (Cox, 2001). 
o When applied to prices, procedural justice/fairness relates to whether the seller has 
‘played fair’ by adhering to the rules of process when setting the price (Adams, 
1965). It suggests that customers evaluate the policies and rules used to make 
decisions. Thus, customers consider price variation as unfair when two passengers 
are charged different prices due to differences in their weights (Shehryar and Hunt, 
2005). Therefore, an increase in the price, that does not meet social expectations and 
norms, will lead to changes in customers’ attitudes and behaviours towards the 
organisation (Cox, 2001). As suggested by Collie et al. (2002), outcome evaluations 
tend to be influenced by perceptions of procedural justice, 
o Interactional justice (Adams, 1956) reveals that customers evaluate the interactional 
treatment they receive during the process.
In a hypothetical-based study conducted by Huppertz et al. (1978), undergraduates were 
asked to judge the fairness of scenarios with different levels of price and service. The study 
revealed that a price perceived to be high and greater than expected was judged unfair and 
led a minority of respondents to complain and a majority to leave the (scenario) store without 
informing management of their dissatisfaction. Thus, the authors conclude that customer 
price perceptions of fairness exhibited negative effects on intention to repurchase, and word- 
of-mouth intentions. Even though this research had its limitations (i.e. using student subjects 
and hypothetical situations), it has encouraged many researchers to further explore the 
concept of price fairness.
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2.Dual £  ntitlement
Kahneman et al. (1986a/b) used experimental and survey research to recognise situations 
where customers perceive prices as fair or unfair. The theory of dual entitlement argues that 
“customers have perceived fairness levels for both an organisation’s profits and retail prices 
by the belief that organisations are entitled to a profit, and customers are also entitled to a fair 
price” (Bolton and Alba, 2006:258). When an organisation’s price deviates from the 
perceived fair price, it is recognized that the organisation is trying to sustain a fair profit 
(Kahneman et al., 1986a). For instance, it is fair to increase retail prices when material costs 
increase as well. Conversely, a price increase is unjustifiable, when the locus of causality is 
internal to the organisation (Vaidyanathan and Aggarwal, 2003); for example, when an 
organisation increases its price to increase its profit margins.
According to Kimes (1994:24), the principle of dual entitlement holds that “most customers 
believe that they are entitled to a reasonable price and that organisations are entitled to a 
reasonable profit”. Three propositions appear from this principle, of which the first two 
support the studies of Kahneman et al. (1986a). First, when costs increase, customers believe 
that it is fair to increase price in order to sustain profits; second, they find it reasonable if the 
organisation does not amend its prices even though costs decrease; and finally, however, 
customers consider it unfair when an organisation increases its prices to boost profits.
Bolton et al. (2003) compared three reference points which contribute to customers’ 
perceptions of fairness: past prices, competitors’ prices and costs of goods sold. Building on 
the dual entitlement findings of Kahneman et al. (1986a/b), Bolton et al. (2003) investigated 
customers’ understanding of:
o Competitors’ prices and costs of goods (and not only past prices); 
o Price fairness in the absence of a price change; 
o Profitability, and
o The market, the environment and vendors’ constraints.
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The authors found that customers’ perceptions of price fairness are responsive to all three 
reference points (past prices, competitors’ prices, and costs). Moreover, they suggest that 
customers view price differences as fair only when they can be related to quality differences. 
In addition, they found that customers tended to underestimate the effects of inflation and in 
fact, considered few cost categories. This led to then overestimating the profits made by 
organisations through the prices charged.
3.Re ference Transaction and Reference Price
The terms ‘reference transaction’ and ‘reference price’ are often used when discussing and 
evaluating perceived fairness. Kahneman et al. (1986a) conceptualize a reference transaction 
as the customers’ perception of the way that the transaction should be conducted. This 
perception is said to be based on past experiences with similar situations. If an organisation 
behaves differently to customers’ expectations, it has violated the reference transaction 
(McGuire and Kimes, 2006). An example is when a customer reacts negatively to 
overbooking since he/she assumes that the confirmed room for his/her reservation request 
should be available upon arrival.
Wirtz et al. (2003:219) define a reference price as “how much customers think a product or 
service should cost.” Prices available on the market including competitors’ prices and 
previous transactions with an organisation (Wirtz et al., 2003; Bolton et al., 2003) serve as 
reference prices. For instance, if a customer usually pays £100 for a standard room at a 
certain hotel, then the reference price for a room at that hotel is £100. If this customer is 
quoted a higher rate for his/her next reservation, he/she will be upset. Indeed, customers 
compare one price with another price, or with a range of prices, and judge the price fairness 
according to an expected price they believe they should receive. Thus, customers have 
memory and their purchase decisions are established by past observed prices (Popescu and 
Wu, 2007).
In the absence of prior history of transaction with a organisation, expectations about the price 
may arise from different information sources (Boulding et al., 2009) such as word-of-mouth,
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expert opinion, publicity, communications controlled by the organisation, and prior exposure 
to competitive services. This price expectation v i^ll affect customers’ perceptions of fairness, 
as customers will judge and evaluate a price change based on the price reference (when 
histoiy of exchange exists with an organisation) or the excepted price (when lack of 
exchange exists with an organisation).
When customers are faced with a current price that varies from their reference price, they 
generally view the difference as either a loss or a gain (Kahneman and Tversky, 1979). 
Customers view changes from their reference prices more favourably when those changes are 
framed as a gain instead of a loss (Popescu and Wu, 2007; Kimes and Wirtz, 2002; Chen et 
al., 1998). Indeed, Kahneman et al. (1986a) conclude that an organisation’s action is judged 
unfair by customers if it causes them a loss, than if it cancels or reduces a possible gain.
It can be concluded from the above review that customers may view some practices, such as 
revenue management, as unfair for several reasons. First, if a hotel increases its room rate 
due to a projected high demand in the market, customers will view this peak price as higher 
than their reference price. Thus, they will consider the charged price as unfair. Second, if 
this increase in room rate does not correspond to a raise in the hotel’s costs, the price quoted 
is viewed as unfair as it conflicts with the principle of dual entitlement. Third, customers’ 
perception of fairness is also affected by the rules used to set the price, in terms of both the 
procedural justice (evaluate the fairness of rate fences associated with a room rate) and 
distributive justice (assess the price other customers have paid). Last, both reference 
transactions and reference prices are not unique; when competitors amend their prices, when 
customers record a history of transactions with a hotel, and when they use past prices to 
judge the suitability of current prices, alternative reference transactions and reference prices 
are invoked. The following section will examine empirical studies that have explored 
customers’ fairness perceptions of revenue management pricing practices in the hotel 
industry context.
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3.2 Impact of Dynamic Pricing Practices on Perceptions of Fairness in 
the Hotel Sector
Perceived price fairness has been studied extensively in the marketing literature (see Xia et 
ah, 2004; Campbell, 1999; Kahneman et ah, 1986a/b; Thaler, 1985, among many others) and 
in the hotel industry (see for instance Noone and Mount, 2009; Rohlfs and Kimes, 2007; 
Choi and Mattila, 2005, 2006), as a measure of price acceptability. Behavioural pricing, 
which reveals the way customers perceive, assess and respond to price offers (Estelami and 
Maxwell, 2004), has received lots of importance due to the increasing interest in customer 
responses to prices. This section will review the empirical studies that have studies 
customers’ fairness perceptions of revenue management practices.
The hotel industry has long charged differential prices to different classes of customers, but 
dynamic pricing is a more systematic approach than former procedures. As defined in 
chapter two, this practice results in widely varied room rates for the same hotel room 
depending on the time of the day, week, or year, length of stay, and how far in advance the 
reservation was made, to name a few factors (Haws and Bearden, 2006; Choi and Mattila, 
2004, among many other researchers). Hence, hotel customers are likely to experience price- 
performance inconsistencies.
Dynamic pricing strategies may change the reference price and reference transaction, and 
cause customers to view the current transactions as unfair. For instance, during low demand 
periods, customers might embrace the low price as their reference price, which can impact 
their fairness perceptions when they attempt to purchase products or services at the regular or 
peak rate (Popescu and Wu, 2007). Consequently, customers’ perception of the actual value 
of the product will be impacted. Besides, if pricing policies are inconsistent and constantly 
changing, this leads to confusing guests, chaos and dissatisfaction. Consequently, these 
effects would harmfully reduce customer goodwill (Kimes and Wirtz, 2002). Moreover, 
according to PhoCus Wright (O’Connor, 2001), the average customer shops between three 
and four websites before making a purchase decision, even despite lowest price guarantee 
programmes offered by most travel companies. Indeed, the advent of ‘shopping’ internet
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sites has given customers the possibility to compare offers among several suppliers in the 
market (Noone and Mattila, 2009), thus allowing a value-based decision to be made by 
customers (Bain, 2008). This is the reason why if is crucial to increase the desire to provide a 
clear message to customers via maintaining pricing parity across distribution channels. For 
instance, Marriott’s goal is to offer the same published rates and availability (i.e. single 
image inventory) across all distribution channels, thereby signalling to consumers that there 
is no need to shop at other sites (O’Connor, 2003).
Although the issue of dynamic pricing has received substantial theoretical attention in the 
operations literature (Zhao and Zheng, 2000; Feng and Gallego, 2000, 1995; Bitran and 
Mondschein, 1997; Gallego and van Ryzin, 1994), research on customers reactions to such 
pricing practices has been sparse (Garbarino and Lee, 2003; Kimes, 2003). Indeed, Kimes 
(2003:137) concluded that there is a lack of empirical research into the impact of dynamic 
pricing on customers and stated the following questions for further research: “How do 
customers react to the varying rates in distribution channels and what impact do different 
rate-quoting strategies have on customers?” Consumers have historically considered 
dynamic pricing to be unacceptable (see Kahneman et al., 1986a) or have resented this 
practice (Isler and D’Souza, 2009). In line with that, Garbarino and Lee (2003) affirm that 
dynamic pricing might erode customer loyalty and companies might lose business.
According to Lodrige-Kover (2007), travel buyers resist dynamic pricing since rates vary 
daily. She argues that such pricing models would not be beneficial to hoteliers by default, 
since rack rates might be inferior to contracted rates in some time periods. Travel managers 
are largely opposed and unconvinced of its purported benefits. Indeed, corporate customers 
still want differentiation in their rates as dynamic pricing is a hotel-driven, buyer-resisted 
pricing model. The danger of dynamic pricing is the damage in longstanding relationships 
between hotels and individual/corporate customers (Lodrige-Kover, 2007).
Customers purchasing from a revenue management driven organisation are often confronted 
with prices that fluctuate dynamically on a daily basis. This places them in a decision 
dilemma of whether or not to purchase the product/service at a given point in time, bearing
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the risk of failing to acquire the item. In order to limit customer’s uncertainty about future 
prices, Levin et al. (2007) propose a price guarantee, which provides a customer with 
compensation if the price of a similar product drops below a specified level. This price 
guarantee should induce an increase in probability, asserting that customers will purchase a 
product at the moment they first inquire about it, since it reduces their risk of future 
opportunity loss. This policy aids the organisation in lessening the uncertainty of late- 
purchases and last-minute price discounts, while it facilitates forecasting and capacity 
planning, and improves customer satisfaction and retention.
As a consequence of the above discussion, customers have inevitably become aware of 
dynamic pricing tactics, leading RM practitioners to worry whether customers perceive the 
practice to be unfair. The importance of research in the area of price fairness perceptions and 
their impact on companies’ profitability has received remarkable attention. Xia et al. (2004) 
reviewed several papers which have developed and adapted theories to obtain an 
understanding of when and how buyers form price fairness judgements. Table 3.1 outlines 
the summary of relevant research on price fairness, using as a basis the reviews of 
Lindenmeier and Tscheulin (2008) and Xia et al. (2004), and then updating them to include 
more contemporary studies. The information presented in the table is displayed by authors, 
the main variables investigated in their studies, the sample and method used in the research 
and finally the key findings resulting from the research. Only the empirical studies 
completed in the service industry (i.e. hotel, airline, retail and so on) contexts are examined.
Table 3.1 Summary of Relevant Research on Price Fairness
Authors Variables Studied Sample and 
Method
Key Findings
Heo and Lee 
(2009)
- Fairness judgments
- Perception of RM 
practices in theme 
parks compared to 
hotel industry
- 523 online based 
survey with 
university students 
respondents
- Customers’ perceived fairness of RM 
practices in hotels and theme parks seems to 
be similar.
- Timing of reservation was perceived in 
theme parks to be not as fair as in hotels.
Martin, 
Poonder and 
Lueg (2009)
- Customer loyalty
- Fairness judgments
- Perception of price
- 605 undergraduate 
students
- Hypothetical retail 
context
- The preferential views of loyal customers in 
regards to price fairness perceptions are 
cancelled under high price increases.
- Previously loyal customers tend to be more 
loyal after price increases than previously
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non-loyal customers.
- Any reason for a high price increase, 
whether justifiable or otherwise, appears to 
be more effective in increasing fairness 
perceptions than no reason at all.
Lindenmeier
and
Tscheulin
(2008)
- Fairness judgments
- Customer 
satisfaction
- Denied boarding 
and seat inventory 
control
- 500 passengers
- Survey-based 
scenarios
- Diversion of customer requests, 
unfavourable cross-individual price 
differences and denied boarding all cause 
customer dissatisfaction.
- The net satisfaction level of seat inventory 
control and overbooking is negative.
- The net effect of RM on customer 
satisfaction is negative.
Noone and 
Mount 
(2008)
Effect of price on:
- Return intentions
- Satisfaction
- Reward programme 
membership
- 1,745 leisure 
customers using a 
survey database (one 
month) from a major 
hotel chain
- The actual price paid on a given service has 
a direct and negative effect on customers’ 
return intentions.
- Price has a direct influence on customers’ 
intent to use the brand in the future.
- Reward programme membership does not 
influence the effect of price on return intent.
Miao and
Mattila
(2007)
- Fairness judgments
- Willingness to pay
- Role of information
- Transparency.
- 243 undergraduate 
students
- Hypothetical hotel 
booking situation
- External pricing information influences 
customers’ price fairness perceptions and 
willingness to pay.
- Presenting information in a highly 
transparent manner impacts on customers’ 
perception of fairness.
Rohlfs and
Kimes
(2007)
- Perception of price
- Rate bundling
- Best available rate
- 153 travellers using 
hotels
- Scenarios
- Preference to be quoted the Best Available 
Rate as the as the lowest rate quoted for each 
night, than an average nightly rate.
Wangenheim 
and Bayon 
(2007)
- Fairness 
judgements
- Perception of 
overbooking 
measures.
- 620 undergraduate 
students
- Role-play scenario 
experiment related 
to the airline 
industry
- Downgrading and denied boarding were 
perceived as highly unfair and negatively 
affected repurchase intentions.
- Upgrading had a significant effect on 
fairness perceptions, with no effect on 
repurchase intentions.
- High-value customers react more strongly to 
negative events whereas low-value 
customers react most strongly to positive 
events.
Wirtz and
Kimes
(2007)
- Fencing controls
- Fairness judgments
- Perception of price
- 2 Studies: 270 
persons surveyed in 
an area with high 
concentration of 
hotels and 
restaurants; and 
170 MBA students
- Scenarios
- Familiarity moderated the effects of fencing 
controls on fairness perceptions.
- The impact of fencing controls will decline 
as the degree of familiarity increases.
Bolton and 
Alba (2006)
- Vendor costs
- Fairness 
judgements
- 4 studies of 70 
Hospital staff and 
students, 64, 50 and 
198 undergraduate 
students,
- Scenarios
- Price increases are deemed fairer when 
aligned with cost increases.
- When alignability is not achievable due to 
the nature of cost increases, the price 
increase of products is perceived less fair 
than that of services.
- When costs are alignable, services are more 
subject to depreciation than are goods.
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Choi and 
Mattila 
(2006)
- Fairness judgments
- Cross cultural 
comparison
- Hotel room pricing
- Role of information
- 120 American 
travellers and 120 
Koreans travellers 
using hotels
- Experimental 
design. Scenario 
technique
- Cross-cultural differences exist in customers’ 
fairness perceptions of variable pricing:
(1) Limited information had little effect on 
fairness perception improvement for US 
respondents regardless of the rate outcome.
(2) In contrast, limited information was 
sufficient for Koreans to enhance their fairness 
perceptions when quoted higher rates.
Haws and 
Bearden 
(2006)
- Variable and 
auction pricing
- Temporal price 
differences
- Fairness judgments
- 3 studies each of 
292, 129,and 155 
undergraduate 
students.
- Scenarios
- Differences between consumers resulted in 
greatest unfairness perceptions and lowest 
satisfaction.
- Outcomes associated with auctions were the 
least likely to be perceived as unfair.
- Consumers view price changes within short 
time periods as more unfair than changes 
over a more extended time period.
Choi and
Mattila
(2005)
- Fairness judgments
- Role of 
information.
- 120 travellers
- Hotel information 
presented with 
scenarios
- Limited information had little effect on 
fairness perception.
- Complete information about hotel’s RM 
policies increases customers’ perception of 
RM’s fairness.
Homburg, 
Hoyer and 
Koschate 
(2005)
- Fairness 
judgements
- Price increases
- Customer 
satisfaction
- Repurchase 
intentions
- 3 studies of 80, 80, 
& 174
undergraduate
students
- Scenarios using 
hotels
- Negative effect of price increase on 
repurchase intentions is weakened as 
customer satisfaction increases.
- Perceived motive fairness plays a key role in 
determining repurchase intentions after a 
price increase.
- Direct link between perceived motive 
fairness and intention to repurchase.
Huang, 
Chang, and 
Chen (2005)
- Fairness 
judgements
- Internet-based 
Pricing
- 276 Taiwanese 
students, their 
relatives or 
acquaintances
- Survey research
- Favourable (unfavourable) cross-individual 
price differences are perceived as fair 
(unfair).
- Prices of services sold through the internet 
that are equal to prices of services sold 
through traditional distribution channels are 
perceived to be less fair.
- Internet-based pricing techniques (e.g. 
auctions) are perceived to be less unfair than 
revenue management practices.
Choi and
Mattila
(2004)
- Variable Pricing
- Role of information
- Fairness judgments
- 240 travellers at an 
airport
- Experimental 
design. Scenario 
technique
- Perceived fairness was lower when 
customers received a rate higher than others.
- The referent standard used to evaluate prices 
(expectation-based) affects fairness 
perceptions.
- Price practice information offered to 
customers positively influences perceived 
fairness.
Bolton, 
Warlop, and 
Alba (2003)
- Historical prices
- Store price image
- Store strategies, 
risks, and costs
- Perceived price 
fairness.
- 10 experiments 
with different 
numbers of. 
undergraduate 
students per 
experiment
- Scenario paradigm
- People do not have accurate mental cost or 
profit models for firms.
- Increases in some firm fair costs lead to 
increased perceived fairness.
- Price differences are fairest when attributed 
to quality differences.
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Kimes and 
Wirtz (2003)
- Demand-based 
pricing mechanisms
- Fairness judgments
- 157 American, 100 
Asian and 77 
European hotel 
customers
- Experimental 
design. Scenario 
technique
- Demand-based pricing such as vouchers, 
time of the day were considered as fair.
- Weekend and weekday pricing were 
perceived slightly unfair.
- Table location pricing was perceived as 
unfair and resulted in negative customer 
reactions.
- Perceived fairness is affected by different 
cultural origins of respondents, and framing 
of price differences (discount/surcharge).
Kimes and 
Noone 
(2002) 
(Follow up 
study of 
Kimes, 
1994)
- Pricing rules in 
airline and hotel 
industry
- Fairness judgments
- Role of information
- Role of restrictions 
and benefits
- Perceived 
differences.
- 65 hotel customers
- Survey-based 
scenarios.
RM practices would be perceived fair if:
- Information on varying pricing options is 
available.
- Substantial discounts are given along with 
reasonable restrictions.
RM acceptability is not significantly different
in the airline & hotel industries
- With time, customers get used to variable 
pricing and increase their acceptance 
towards RM practices.
Kimes
(1994)
- Pricing rules in 
airline and hotel 
industry
- Fairness 
judgements
- Role of information
- Role of restrictions 
and benefits
- Perceived 
differences.
- 118 hotel 
customers
- Survey-based 
scenarios.
- Customers perceive less fair an amendment 
in hotel rooms’ prices in comparison to 
changes in airline tickets’ prices.
- Offering additional benefits to customers 
paying higher prices and providing them 
with information about price variations 
lessens customer concerns.
- Customers view the receipt of a benefit in 
return for a restriction as moderately 
acceptable.
- Perceived fairness is affected by different 
price information policies and rate 
restrictions.
Source: Adapted from Lindenmeier and Tscheulin (2008:33) and Xia et al. (2004:10)
The empirical studies presented in the table above discuss the existing theories of price 
fairness perceptions, portray a multitude of findings, identify gaps in the reviewed papers, 
and provide potential directions for further research. The research papers incorporated the 
reference price as customers compare current prices with historical and competitors’ prices; 
reference transactions when a prior relation with an organisation does not exist; dual 
entitlement as price differences are justified by cost differences or other reasons (i.e. quality); 
and distributive justice in exchange situations when customers receive inequitable prices. To 
summarise, the major findings of these research studies are outlined below:
• Price increases are generally seen as fairer by customers, when aligned with fair 
motives/reasons and attributed to quality differences.
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• Few differences exist amongst industries (hotel, airline, theme parks) in terms of 
revenue management acceptability.
• With time, customers get used to variable pricing and increase their acceptance 
towards RM practices.
• Cultural differences exist in customers’ perceptions of revenue management 
practices.
• Pricing information presented to customers impacts positively their perceptions of 
fairness and willingness to pay.
• Framing price increase perception (as a discount or a premium) is crucial when 
providing price information.
The limitations in most of the studies listed in Table 3.1 concentrate mainly on the research 
design which relies on scenario-based surveys and experiments and on the research sample 
whereby data was collected from mostly undergraduate students (even though there were few 
customers). Thus, these empirical studies tend not to address the realistic challenging and 
dynamism of real service environments, the conditions of higher involvement and the 
behaviours and reactions of actual customers. Moreover, factors such as times of booking 
and previous visits other than those discussed in the scenarios might have affected 
customers’ perceptions of price fairness. Hence, one can conclude that there is a 
methodological gap or an empirical validity resulting from these previous studies.
The next section will review the consequences of negative price fairness perceptions on 
customers’ behavioural intentions towards the organisation.
3.3 Customers’ Behavioural Intentions
Despite the extensive discussion in the marketing literature of relationship marketing 
dimensions/instruments such as customer loyalty, and consequences of price (un)acceptance 
to the long-term success of companies, the impact of dynamic pricing practices on 
customers’ behavioural intentions, specifically in the hotel industry, has not received a 
sufficient degree of empirical attention. To manage pricing decisions effectively, revenue
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managers should understand how customers respond to price changes. For these reasons, this 
research will fill the empirical gap between RM pricing practices and customers’ behavioural 
intentions. The following section will examine previous findings on the consequences of 
price perceptions and RM practices on customers’ behavioural intentions.
Behavioural intentions are commonly referred to as a surrogate indicator of actual behaviour. 
Several researchers define behavioural intentions as an intended behaviour related to a 
preferred product or service consistently in the future, by measuring three items: repurchase 
again from the organisation, recommend it to other customers, and say positive things about 
it (see Namkung and Jang, 2009; Martin-Consuegra et al., 2007; Varki and Colgate, 2001; 
Campbell, 1999; Zeithaml et al., 1996; Boulding et al., 1993; Huppertz et al., 1978).
Prior research has shown that unfair price perceptions influence customer satisfaction, 
purchase intentions, complaints and negative word-of-mouth (Campbell, 1999; Huppertz et 
al., 1978). Indeed, when customers perceive an unfair price practice, they behave in a way to 
address their disappointment, and enhance their benefits; they may search for additional 
information to assess the potential switching costs (Xia at al, 2004), or they may leave the 
relationship with that organisation (Huppertz et al, 1978).
Choi and Mattila (2005) state that due to the application of RM practices, different customers 
pay different prices for the same room type at the same hotel. This depends on many factors, 
such as the day and length of their stay and lead time (i.e. how far in advance they have made 
their reservation). Most customers are unfamiliar though with operational policies and 
procedures associated with dynamic pricing, and thus assume that the hotel is behaving 
unfairly in their regards in order to gain additional profits. This is supported by the dual 
entitlement theory of perceived fairness (Kahneman et al., 1986a), which allows customers to 
be charged a fair price and organisations to earn a fair profit. Consequently, concerns about 
the fairness price perceptions arise, affecting negatively behavioural intentions.
Research into the behavioural consequences of customers’ perceptions of fairness towards 
overbooking as a RM practice remains limited in the hospitality industry (Hwang and Wen,
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2009). A more recent scenario-based survey of 291 shoppers in a grocery store conducted by 
Hwang and Wen (2009) found that customers perceive hotel overbooking and compensation 
practices unfair which negatively affects their repurchase intentions and loyalty towards the 
hotel chain. Women viewed the practices as more unfair than men did. Moreover, the 
authors identified that factors, such as length of stay, membership status, payer source, 
reservation channel and reservation time, had no effect on customers’ perceptions of fairness. 
In a study of the data of a global airline, Wangenheim and Bayon (2007) examined the long­
term behavioural and monetary effects of consequences of overbooking such as upgrades, 
downgrades and denied service. They found that downgrading and denied boarding were 
perceived as highly unfair and negatively affected repurchase intentions. The authors state 
that:
“Ignoring the long-term behavioural consequences of overbooking may lead to severe
consequences for service providers.” (p.46)
In another scenario-based experiment in the restaurant sector, Martin et al. (2009) found, 
conversely to the previous literature on loyalty, that preferential views of loyal customers 
with regards to price fairness are cancelled out under high price increases. The research 
limitations of all three of these prior studies lie in the unrealistic circumstances of the 
environment in which the study was carried out, and the lack of hotel customers as 
respondents.
Noone and Mount (2008) studied a survey database from a major hotel chain which 
represented leisure customers’ self-reported assessments of their hotel stay. Their findings 
indicate that the price paid for the room had a direct and negative effect on customers’ return 
intentions and might provoke customers to switch to another service provider. The authors
(2008) considered real customers in a real service environment, however, were limited to one 
customer segment, and the data represented in the study was gathered from an existing 
survey database.
Moreover, Homburg et al. (2005) found through conducting three scenario-based studies a 
direct link between perceived motive fairness and repurchase intention. Indeed, they found 
that customers, who perceive the motive for a price increase as fair, display high repurchase
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intentions. More specifically, they state that the magnitude of a price increase does have an 
effect on the level of repurchase intentions. Similar to that, the findings of a survey 
conducted by Varki and Colgate (2001) in the banking sector highlight that price perceptions 
have a direct and negative effect on overall customer satisfaction and behavioural intentions. 
In addition, their research showed that increases in customer retention result in increased 
profitability.
Through her study, Keaveney (1995) suggests that unfavourable price perceptions may have 
a direct effect on customers’ intention to switch among services, as her findings conveyed 
that more than half the customers surveyed had altered their choice of businesses because of 
poor price perceptions. In line with that, after examining the impact of price perceptions on 
the depth of cellular phone and entertainment services usages, Bolton and Lemon (1999) 
deduced that favourable price perceptions positively moderate customers’ intention to return. 
Therefore, short-term gains through RM practices may be counterbalanced by a negative 
impact on long-term profitability (Zeithaml, 2000; Rust and Zahorik 1993; Kahneman et al., 
1986a/b), should customers’ fairness perceptions of RM be poorly managed (Wirtz et al., 
2003).
Overall, customers are accustomed to high-low strategies that vary buyers’ prices 
periodically, but they are less accustomed to prices that vary within very short periods of 
time (i.e. within the same day) (Bolton et al., 2003). Therefore, it is postulated that price 
discrepancies under close temporal proximity should be more salient and influential than 
price discrepancies spread over time (Haws and Bearden, 2006). Despite the long-term 
interest in the understanding of RM pricing practices in the hotel industry context, the impact 
of dynamic pricing on customers’ behavioural intentions is still unclear and needs to be 
understood by revenue managers, so they can develop pricing strategies that foster customer 
retention and loyalty, thus profitability.
Research in the areas of customers’ behavioural intentions towards revenue management 
pricing practices and fairness has been sparse in the marketing and hospitality literature until 
recently. Most research tends to focus on the forecasting and strategic element of RM,
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forgetting the implication it has on people including customers (Kimes, 2003; Wirtz et al., 
2003; Yeoman and Watson, 1997). Consistent with that, Kuhlmann (2003) argues that RM 
should be seen as one area of overall customer management, emphasizing that the 
relationship with customers is more important than mainly focusing on price as a revenue 
booster. As a consequence of applying RM practices and strategies, recommendations for 
mitigate the pricing fairness judgements are discussed in the next section.
3.4 Managing Perceptions of Fairness
The perception of fairness is a problem for revenue management, especially when customers 
exchange information on the prices paid (Talluri and van Ryzin, 2005). A focal aspect for 
hotel chain is to identify the acceptability of price differences that will not evoke negative 
fairness perceptions among customers. Therefore, strategies to manage customer perception 
on price fairness as part of an overall RM implementation strategy needs to be investigated.
As customers compare their prices with other clients and with rates they themselves paid 
previously, it is crucial for organisations to differentiate the varying price levels. Several 
researchers suggest a number of ways in which an organisation can influence the exchange 
relationship with its customers to increase the probability of price fairness perception. These 
are discussed below.
Transaction Similarity
Xia et al. (2004) and Bolton et al. (2003) propose that organisations decrease transaction 
similarity by differentiating their products, to reduce the likeliness of negative price fairness 
perceptions. Hotel chains can offer different products to different customer segments by 
introducing restrictions or additional benefits, whereby customers view each offer as 
different and less comparable to other products/services (Kimes and Noone, 2002). Hence, 
dynamic prices are charged for products perceived differently (Talluri and van Ryzin, 2005). 
Two methods can be used to avoid a transaction similarity. On the one hand, fencing 
restrictions are enforced in exchange for a discounted rate such as type of inventory,
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presence/absence of certain amenities, cancellation or change penalties, booking 14-days in 
advance (Wirtz and Kimes, 2007; Talluri and van Ryzin, 2005; Kimes and Wirtz, 2003), 
which decrease the similarities among products/services (Hanks et al., 1992). Furthermore, 
rate fences are a strategic tool to make customers choose one product over another (i.e. 
segment customers by willingness-to-pay) (Baker and Collier, 2003; Kimes and Wirtz,
2003). For instance, they encourage business customers to pay a higher price due to the lack 
of restrictions and flexible cancellation policies. On the other hand, another way of 
increasing price and maintaining differentiation without provoking customer anger is to 
attach additional services to the product sold (Kimes, 2002) such as additional amenities, 
meals, or other incentives.
Framing
Since consumers perceive price differences expressed as discounts fairer than an identical 
price difference expressed as a surcharge or price increase (Wirtz and Kimes, 2007; Kimes 
and Wirtz, 2003), companies are advised to have a high published price (i.e. rack rate) and 
express all other prices as a discount of this rack rate. This increases the reference price, and 
thus provides a sense of equity or fairness (Kimes, 2002). This suggestion enables hotel 
chains to practice RM, while simultaneously maintaining customer satisfaction.
Bundling/Packaging
Kimes (2002) and Varki and Colgate (2001) suggested services to be sold as a package 
whereby the customer can only identify the total price of the bundled products, instead of its 
individual components. Thus, customers will not know the true price of each component of 
the package.
Communication
Cox (2001) advises that an open communication must be established between all parties 
involved in the exchange; companies should inform customers about the qualifications and 
restrictions associated with differential pricing, to influence their attributions for the price 
discrepancies and minimize fairness concerns (Rohlfs and Kimes, 2007; Choi and Mattila, 
2005, 2006). Similarly to that, Kimes and Noone (2002) imply that different price
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information must be made available in relation to the time of booking. Thus, providing 
information on the hotel’s pricing practices and policies will increase customers’ judgements 
of fairness (Miao and Mattila, 2007; Wirtz et al., 2003). Varki and Colgate (2001) suggest 
that companies can manage price perceptions through direct communication, which includes 
comparative price advertising. According to the authors (2001), this method reminds 
customers of their savings as a result of doing business with that organisation.
Organisation’s reputation
Cox (2001) implies that a organisation’s positive reputation, built through its activities, can 
boost customer loyalty and increase the range of prices customers perceive as fair.
Customer relationships
As loyal customers perceive a price unfair, they are likely to punish the seller (Xia et al.,
2004). Therefore, companies should nurture the relationship with customers by proposing 
various benefits and different products/services through a loyalty programme. This reward 
will also allow them to better control the damage (negative word of mouth) as a result of 
perceiving prices as unfair. Thus, the benefit to sellers to continuously build relationships 
with customers can survive a strong challenge.
Table 3.2 presents a summary of the potential causes of customer conflicts and the marketing 
and pricing strategies that are proposed to reduce them.
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Table 3.2 Strategies to Reduce Customer Conflicts Caused by Revenue Management
Revenue Management 
Practices
Potential Customer Conflicts
Marketing Strategies to Reduce 
Conflicts
Pricing strategies 
affecting the reference 
price
♦Perceived fairness 
♦Reduction in reference price 
♦Perceived financial risk
-Set a high published price 
-Establish physical and non-physical 
rate fences 
-Bundle services
Pricing strategies 
affecting the reference 
transaction
* Change in the nature of the service 
♦Reduction in service quality
-Spatially segregate customers 
-Differentiate service benefits 
-Determine and set optimal capacity 
limits
Inventory control: 
capacity restriction; 
overbooking; length of 
usage restrictions
♦Perceived unfairness
*Perceived lack of customer appreciation
♦Perceived change in the nature of the
service
-Set preferred availability policies for 
loyal customers
-Implement well-designed service 
recovery programmes 
-Provide clear communication and 
positioning of LOS usage restrictions.
Source: Wirtz et al. (2003:220)
The content of this table addresses the potential conflicts that may occur when a hotel chain 
adopts both customer-orientation and RM practices simultaneously. These conflicts arise 
when customers perceive as negative and unfair the inventory and pricing controls enacted 
by the hotel and/or airline organisation (see Lindenmeier and Tscheulin, 2008; Noone and 
Mount, 2008; Wangenheim and Bayon, 2007, among many others). The marketing strategies 
suggested seem to be reactive remedies if taken from the customer perspective. In fact, they 
justify the damaging effects of RM practices to prevent customer conflicts rather than modify 
the RM practices to suit customer needs. For instance, the setting of high published prices to 
overcome the negative effect of reduction in the reference price substantially influences the 
customer who will pay the rack/published rate during high periods since the customer will be 
aware of the vast gap between the full and the discounted rate (Mathies and Gudergan, 2007).
In two different empirical studies on overbooking and denied boarding in the airline industry, 
Lindenmeier and Tscheulin (2008) and Wangenheim and Bayon (2007) recommend that
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organisations offer a differential treatment for different customer segments (for example 
high-value and low-value customers, business and leisure customers) in terms of 
compensation for service failures. Furthermore, Noone and Mount (2008) suggest that 
organisations differentiate the service experience provided from competitors and bundle their 
services to make competitor comparison difficult.
To conclude, it is important to identify how to present price differences in a way that is 
acceptable and less likely to evoke perceptions of unfairness. Revenue managers’ aim should 
be to maintain a balance of the reference price so that the application of RM is profitable, and 
price is perceived as fair. The suggestions provided above (product customisation, product 
differentiation, additional information, customer relationships), if applied by service 
industries, specifically hotels, will ease the familiarity, and education, of customers on RM 
practices, and thus will reduce the likelihood of perceiving prices as unfair.
3.5 Conclusion
RM practices in hotels are increasingly under scrutiny, partially because of perceived fairness 
stemming from pricing strategies and inventory control techniques. Hence, fair behaviour 
has been found to be essential to the maximization of long-term profits, as it is related to 
post-consumption satisfaction and behavioural responses.
A review of the marketing literature on price fairness perceptions revealed three streams of 
research: distributive and procedural justice, dual entitlement, and reference price and 
reference transaction. These three streams may initiate enhanced customer satisfaction, 
behavioural intentions, and profitability if positive perceptions of price fairness are generated 
and/or maintained by organisations.
Although most industries have become increasingly customer-centred, academics and 
practitioners seem to have forgotten the customer in their research and/or recommendations 
on RM practices. This chapter has examined empirical studies that have explored customers’
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fairness perceptions of RM pricing practices, which revealed to be an essential determinant 
of long-term behavioural intentions (such as word-of-mouth, retention, and repeat purchase). 
Therefore, businesses aiming to develop and retain loyal customers should adopt dynamic 
pricing in a way that these practices are interpreted as fair among their customers.
This chapter has also addressed the effects and conflicts of dynamic pricing practices on 
customers. Such conflicts have the potential to undermine the organisation’s profitability 
and a series of actions were outlined in order to disseminate the fairness perception concern. 
Finally, Customers’ behavioural intentions are highlighted in their relation to dynamic 
pricing practices and fairness perceptions of price.
Based on the literature review, a number of issues can be identified:
Related specifically to the perceptions of pricing:
• Both reference transactions and reference prices are used to evaluate perceived price 
fairness.
• Offering complete information on the pricing strategy and policy enhances 
customers’ perception of price fairness.
• Previous empirical studies conducted on customers’ perception of price fairness 
remain deficient as they have been scenario-based surveys and completed by 
undergraduate students, failing to consider market dynamics and hotel customers 
respondents.
Revenue management practices are said to impact customers’ perceptions of price fairness 
and result in conflicts that have the potential to undermine the organisation’s long-term 
success. For example:
• Dynamic pricing may change the reference price and reference transaction, and cause 
customers to view the current transaction as unfair.
• Customers view dynamic price changes occurring within a short period as unfair 
compared to over an extended period.
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However, familiarity may lead to customers’ acceptance of the practice. Further, there are a 
number of strategies to help overcome unfairness.
The above key issues will frame and guide the empirical investigation of this study. The next 
chapter introduces the buoyant UK budget hotel sector, which represents the scope of this 
research study.
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Chapter 4 
The UK Budget Hotel Sector
4.0 Introduction
The hospitality industry is one of the fastest growing sectors of the economy, employing one 
in ten people worldwide. In the UK, the hospitality industry is one of the most significant 
sectors of the economy in terms of earnings and employment (British Hospitality 
Association, 2007). However, the face of the hospitality industry has changed drastically. 
Recent forecasts from industry experts identify a number of forces likely to have a significant 
influence on the development of the hotel industry, among which is the projected expansion 
of the budget hotel sector. Although budget hotels have triggered the interest of many 
operators and academics, the current research stream lacks in-depth studies on this sector, 
and research literature on this topic is considerably limited in scope.
In response to the above, this chapter starts by identifying contemporary issues related to 
budget hotels in the UK. The supply and demand for this sector are discussed, followed by 
the future trends in, and forecasts for the budget hotel sector. The chapter concludes with the 
causes that have led to the changes in UK budget hotel market and business model.
4.1 UK Budget Hotels At Present
Budget hotels, which were developed in the UK in the 1980’s to handle motorway breaks, 
have considerably shifted from their original concept and have adapted their strategies to 
maintain their competitive advantage. Budget hotels are, without any doubt, the fastest- 
growing and most dynamic sector of the UK hotel industry, with significant growth potential 
(British Hospitality Association, 2007).
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Despite the most prosperous periods the UK budget hotel has enjoyed in 2007 and early 
2008, there is a dearth of academic research mapping the development of the budget hotel 
sector. Most current literature relates to supply and demand, as data are withdrawn from 
consultancy companies and industry reporters. This chapter attempts to address the gap in 
the budget hotel sector literature, and begins by identifying the contemporary issues 
surrounding the budget hotel concept in the UK. It continues by examining the supply and 
demand for the UK budget hotel sector.
4.1.1 Contemporary Issues
As testified in consultant and industry reports, many budget hotels are finding business good, 
with some room for additional developments, while many mid-market and upscale hotels 
struggle to maintain stagnant rates and fight fierce competition. According to TRI HotStats 
(2009), the budget drain sector has achieved the strongest supply growth in number of rooms 
of over nine percent compared to less than one percent for the full service sector in 2008.
As a result of the fastest growing and developing sector in the UK, Brotherton (2004:944) 
states that “the budget hotel sector has been one of the greatest success stories in the UK 
hospitality industry over the last 10-15 years, and continues to be so.” Indeed, the UK 
budget hotel sector accounted for nearly 13.6 percent of capacity of the overall UK hotel 
market in 2007 (Mintel, 2007; TRI Budget Hotels UK, 2007). Moreover, according to TRI 
(Budget Hotels UK, 2009), the number of budget room nights sold in 2008 exceeded the 
amount sold in 2007 to reach approximately 936,000 room nights.
Due to limited discounting in 2008, room revenue in the budget sector remained stable, as 
opposed to a drop of over nine percent in the full service sector, which further widened the 
performance gap between the two sectors (TRI Budget Hotels UK, 2008). However, across 
2009 discounting is more pronounced with notable examples such as Travelodge £9 to £19 
room sales. Express by Holiday Inn’s “World’s Biggest Free Nights Offer” campaign, and 
Premier Inn’s “Premier Offers” promotion (Mintel Budget Hotel Report, 2009). Table 4.1
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shows the variance of the performance of UK branded budget and full service hotels in 
between 2007 and 2008.
Table 4.1 Performance of UK Branded Budget and Full Service Hotels
UK BUDGET HOTELS 2008 2007 Variance
Room Occupancy 73.4% 76.5% -3.1 points
Average Room Rate £51.90 £48.96 6.0%
Daily Revenue Per Available Room £38.10 £37.47 1.7%
UK FULL SERVICE HOTELS 2008 2007 Variance
Room Occupancy 70.5% 72.1% -1.6 points
Average Room Rate £78.91 £78.06 1.1%
Daily Revenue Per Available Room £55.67 £56.28 -1.1%
: Adapted from TRI Budget Hotels UK (2009:3)Source:
Despite the start of the economic crisis in 2008, Table 4.1 reflects the high occupancy 
achieved by budget hotels (73.4%) in comparison to full service hotels (70.5%). It is worth 
noting that the bedroom supply for the budget sector has extensively increased in 2008, 
whilst there was a marginal change in full service capacity; which signifies that occupancy 
levels for the budget hotel market could have been higher if the supply growth data were 
removed. Thus, the variance in occupancy levels between 2007 and 2008 (-3.1) is explained 
partially by the increase in the number of additional hotels/rooms in the budget hotel market. 
Moreover, the budget sector’s average room rate of six percent was considerably higher than 
the 1.1 percent growth reported by full service hotels, mainly due to limited discounting. 
These results illustrate the success of budget hotels, which outperformed the full-service 
hotels, to attract customers looking for value-for-money.
In March 2008, there were merger talks between Travelodge and Premier Inn; however, 
initial discussions did not progress as a result of differing opinions between both companies, 
and a concern that the Competition Commission might have suggested a monopoly of more 
than 60 percent market share of the budget hotel sector, was held by the combined group 
(TRI HotStats, 2008). These talks do signify the importance in the sector for the need for 
brand reach.
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It is thought that the budget sector will continue to out-perform the rest of the UK hotel 
industry; particularly as the economic downturn intensifies, customers will be increasingly 
looking for better value. According to a number of authorities, the UK largest budget hotel 
chains are seeing a surge in their bookings and continue to boom, as business customers and 
companies cut their travel budgets due to the depressed economic conditions, and seek more 
reasonably priced accommodation by substituting their luxury stays for budget stays (Blitz, 
2007; Guthrie, 2008; Mintel, 2008).
4.1.2 Supply of UK Budget Hotels
There has been a significant growth in the budget hotel sector since 1985 when supply was 
only 22,000 rooms across branded and non-branded budget hotels (Slattery, 2009), compared 
to 95,705 rooms by March 2008 in just the branded budget hotel segment (TRI HotStats 
Budget Hotels UK, 2008). It is estimated that there will be 109,000 rooms by 2009 in the 
branded budget hotels (Mintel Budget Hotels UK, 2009).
As the current economic conditions started to deepen in 2009, hotel transactions declined 
significantly in the first few months of the year when compared to the same period in 2007, 
as UK hotel operators began to delay and/or cancel hotel planned developments (Mintel, 
2009). However, despite such a climate, the economic recession lead to a decrease in land 
value, so that hotel operators might be able to find and purchase new sites or existing 
properties (Mintel Budget Hotel Report, 2009). Slattery (2009) denotes that the acquisition 
of new properties was assembled by a mix of new build and conversions of hotels to the 
brand specifications.
Therefore, many investments and new concepts are shaping the UK hotel market. Indeed, 
new development continued apace. The UK hotel sector saw the largest number of new hotel 
bedrooms opening in 2008 totalling 19,000 (Hospitality Handbook, 2009). According to the 
British Hospitality Association, the rate of expansion has continued in 2009 as the 2012 
Olympic Games is driving these developments (Hospitality Handbook, 2009; HotStats, 
2008). Moreover, it’s worth noting that the majority of these transactions are group-owned,
69
Chapter 4 The UK Budget Hotel Sector
where the buyer tends to be a hotel chain using the decrease in values to enlarge its brands 
(HotStats, 2009). This is particular to the UK budget sector being the largest contributor to 
growth with the two largest players announcing plans of future developments for 2012 
(HotStats, 2009; Hospitality Handbook, 2009; Walsh, 2008; Mintel, 2008).
Branded budget hotels have aggressively pursued expansion plans throughout the UK. For 
instance, Accor had doubled its budget properties Etap in the UK by 2008; Premier Inn added 
a further 4,000 bedrooms in 2008; Travelodge aimed to add 44 new hotels to its estate in 
2008; and Hilton was predicting the launch of its budget brand in 2009 (TRI, 2008; Mintel, 
2008). Table 4.2 and Table 4.3 illustrate the top 10 leading branded budget hotel chains in 
the UK in 2008 and 2009.
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Table 4.2
The UK Budget Hotel Sector
Top 10 Leading UK Hotel Chains 2008
Rank Organisation Budget Brands
Number 
of Rooms
Number 
of Hotels
1 Whitbread PLC Premier Inn 35,864 517
2
Travelodge Dubai International 
Capital
Travelodge 21,961 324
3 InterContinental Hotels Group PLC Express by Holiday Inn 12,482 119
4 Accor Hotels Ibis 6,688 49
5 Quinlan Private Jury’s Inn 4,538 17
6 Mitchells and Butlers Innkeeper’s Lodge 2,698 89
7 Louvre Hotels Campanile 1,501 18
8 Wyndham Worldwide Days Inn 1,406 25
9 Accor Hotels Etap 1,186 8
10 Choice Hotels Comfort Inn 963 17
TOTAL 89,287 1,183
Source: Adapted from TRI Budget Hotels UK (2008:9) 
Table 4.3 Top 10 Leading UK Hotel Chains 2009
Rank Organisation Budget Brands
Number 
of Rooms
Number 
of Hotels
1 Whitbread PLC Premier Inn 38,766 552
2
Travelodge Dubai International 
Capital
Travelodge 25,487 361
3 InterContinental Hotels Group PLC Express by Holiday Inn 11,672 102
4 Accor Hotels Ibis 6,993 51
5 Quinlan Private Jury’s Inn 5,013 19
6 Mitchells and Butlers Innkeeper’s Lodge 2,706 90
7 Accor Hotels Etap 2,126 16
8 Louvre Hotels Campanile 1,592 19
9 Wyndham Worldwide Ramada Encore 1,431 12
10 Wyndham Worldwide Days Inn 1,384 25
TOTAL 97,170 1,247
Source: Adapted from Mintel Budget Hotels UK (2009:29)
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The above tables illustrate an eight percent increase in supply, equivalent to an additional 
7,883 rooms from March 2008 to March 2009. Mintel (Budget Hotels UK, 2009) estimates a 
growth in the UK branded budget hotel market with 1,344 hotels offering 104,180 rooms by 
the end of 2009.
Premier Inn maintained its prime position as the largest hotel operator in the UK hotel market 
in number of hotels and bedrooms, for two consecutive years (Mintel, 2009; Slattery, 2008; 
TRI, 2008). Tables 4.2 and 4.3 indicate that Premier Inn and Travelodge dominate the 
market in terms of number of hotels and rooms, and control together 67.9 percent of the 
number of hotels in the market (Mintel, 2009). Even though Express by Holiday Inn 
sustained its third positioning, the brand has decreased its number of hotels (-17) from March
2008, as InterContinental Hotels Group aims to redevelop and re-launch the brand by 2011. 
According to the Mintel Budget Hotel UK report (2009), Express by Holiday Inn holds 7.6 
percent market share in terms of number of hotels. The remaining brands share the 
remaining supply of 24.5 percent of the market.
TRI Hospitality Consulting (HotStats, 2008) predicts that the overall hotel sector wUl 
increase by 1.1 percent a year to 2017, while budget hotels will grow almost six times faster. 
Indeed, supply will continue to grow driven by Premier Inn and Travelodge, who will 
continue to expand their coverage in the UK and abroad. According to the British 
Hospitality Association (Hospitality Handbook, 2009), Travelodge is aiming to have 70,000 
rooms by 2020, whereas Premier Inn is aiming to create 50,000 rooms by 2012.
Jonathan Langston, Managing Director of TRI Hospitality Consulting (Budget Hotels UK,
2008), stated that the budget hotel sector is not a saturated market, even though the country 
has been witnessing a fast propagation of budget properties since 2007 (Mintel Budget Hotel 
UK, 2009). For instance, easyhotel intends to open five new hotels in the UK by end of
2009. Table 4.4 reflects on the market share dominated by the main players: Premier Inn, 
Travelodge and Express by Holiday Inn, which control 75.5 percent of the budget hotel 
market. Since the budget sector represents only 13.2 percent of the UK’s total room capacity 
(TRI Budget Hotels UK, 2008), the market is considered relatively immature compared to
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the US and France (25 percent) markets. Moreover, TRI Hospitality Consulting (Budget 
Hotels UK, 2008) forecasts a decline in unbranded hotels capacity as these properties will be 
purchased by branded budget chains; the latter will represent 19 percent of all hotel 
bedrooms in the UK in 2017 (refer to Table 4.5 for further detail). In line with that, 
according to the British Hospitality Association (Hospitality Handbook, 2009), only a few of 
the hotels that opened in 2008 were independently owned, and it appears that a similar trend 
is emerging for 2009.
Table 4.4 Main Players in the UK Branded Budget Hotel Market (March 08-09)
Budget Hotel 
Brand
Hotels
2008
Hotels
2009
% Change 
2008-9
Rooms
2008
Rooms
2009
% Change 
2008-9
Premier Inn 517 552 +35 35,864 38,766 +2,902
Travelodge 324 361 +37 21,961 25,487 +3,526
Express by Holiday 
Inn 119 102 -17 12,482 11,672 -810
Source: Adapted from Mintel Budget Hotel UK (2009:29)
Table 4.4 indicates expansion continues for the market leaders; Premier Inn opened six new 
hotels by end of May 2009 which added 838 rooms to its portfolio. According to Mintel 
Budget Hotel UK (2009), Premier Inn is forecasted to introduce 1,700 rooms by 2009/10 in 
the UK. The rival chain, Travelodge, aims at increasing its portfolio by 120 hotels by 2020.
Having reflected on the significant development and expansion of the supply for the UK 
budget hotel sector, the following section will shed light on the reasons that have triggered 
the demand for the budget hotel sector in the UK.
4.1.3 Demand for UK Budget Hotels
The trend in demand in the UK budget hotel sector continues to increase, offering 
opportunities for growth. Indeed, such strong demand has ensured that most UK budget 
hotels recorded healthy profits in 2008. Figure 4.1 illustrates total rooms revenue for UK 
budget hotels over the last eight years, expressed in million and percentage growth.
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Figure 4.1 UK Budget Hotels Annual Rooms Revenue
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Figure 4.1 reflects on the generated annual rooms revenue in millions by the UK branded 
budget hotels sector, which have more than doubled since 2000 until 2008 (from £504 
million to £1.3 million). This tremendous growth reflects on a continuous increase in both 
demand and supply for the sector. Premier Inn achieved £601.5 million in revenues for the 
financial year 2008/9, an increase of 14 percent from 2007/8 (Chain’s documents, 2009). 
Travelodge recorded £289.7 million in revenues for the financial year ending December 3 
2008, an increase of 19 percent from 2007 (Chain’s documents, 2009).
The success of the UK budget hotel market is also attributed to changes in consumer attitudes 
(Leaver, 2002). Leaver (2002) argues that budget airlines, such as Easyjet, have increased 
the awareness of value-for-money travel and cost conscious travellers, making it absolutely 
suitable to select a budget hotel when scheduling a leisure or business journey. Not 
surprisingly, budget hotels have not been only spared, but boosted by this massive downturn 
as a result of their lean business model, which offers an alternative at a time when business 
customers have begin looking for ways to avoid paying the high prices full-scale or mid-scale 
hotels charged (TRI Budget Hotels UK, 2009; TRI HotStats UK, 2009; Mintel Budget Hotels 
UK, 2009; Mintel Hotels UK, 2008).
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While the principal target audience for the budget hotels has conventionally been thought of 
as the price sensitive leisure customer, reports by TRI Hospitality Consulting and Mintel 
provide some evidence that a significant number of customers are also prepared to use such 
services for business-related visits. Indeed, Zeglat (2008) states that business customers 
represent the main target audience for budget hotels in the UK. According to a study by 
TRI/BDRC (2007), domestic business customers spent 1.5 million nights in budget hotels in 
the UK in 2006 (i.e. 4 out of 10 business customers, up from 0.93 million in 2000), and a 
noticeable growth in the leisure market (5.1 million users). Recently, according to BDRC 
British Hotel Guest Survey (data in TRI HotStats, 2008), 21 percent of 4.1 million domestic 
business customers have regularly stayed at budget hotels in the UK.
Budget hotels represent an attractive choice, as customers become more cost conscious and 
appear to seek more reasonably priced accommodation (TRI HotStats UK, 2009). On the 
one hand, corporate companies are adopting a cautious approach towards travel spend, 
resulting in customers choosing to trade down firom higher-end accommodation and to search 
for better value-for-money. For instance, according to Mintel report on Budget Hotels
(2009), Premier Inn and Travelodge stated a rise in business customers staying at their hotels 
throughout 2008. On the other hand, the growing trend for short leisure breaks, which 
account for two-thirds of all UK holiday stays (Mintel, 2008), are driving domestic 
customers. Thus, budget hotels are taking advantage of the situation by attracting price- 
sensitive customers, offering a value-for-money product, and are acquiring a robust resilience 
to the economic downturn. Figure 4.2 demonstrates the increase in the use of branded budget 
hotels in the UK by domestic business customers.
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Figure 4.2 Growth in Business Demand
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As illustrated in Figure 4.2, the total number of variables does not equal 100 percent, as other 
independent-owned properties are not allocated to any of these tiers. The brand market 
shares by tier as presented in the above table reveal that the decrease in mid-scale full service 
(from 29.3% to 26.1%) might be highly attributed to business customers shifting their stays 
to branded budget hotels (from 28.9% to 35.8%).
To respond to different needs and increasing demand of a mixture of leisure and business 
customers, budget hotels, which are usually located by major roads and motorways, are now 
developing hotels in the city centre and charging a location premium. Indeed, Travelodge is 
building on its new strategy of moving into the major UK cities (Travelodge Press Releases,
2009). The extensive spread of budget hotel chains is said to have increased customer 
awareness of the sector (TRI Budget Hotels UK, 2007). Mintel (Budget Hotels UK, 2009) 
have also attributed the strong demand for this sector to the growth in internet usage. Budget 
hotels have followed the model of the budget airlines and increased customers’ reliance on 
the internet as a distribution channel. Indeed, Premier Inn states that more than 50 percent of 
its reservations are completed on their website, while its rival, Travelodge, states that 87
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percent of reservations are currently made on the budget hotel chain’s website (chains 
documents, 2009).
The UK budget hotel sector is enjoying at present a prosperous period, and demand will be 
stimulated by increasingly innovative strategies. However, few problems might be worth 
considering: lack of available future sites, high-priced land, and growth in competition, 
which might impact the future expansion of the budget hotel sector. Furthermore, concerns 
are expressed about the future expansion and development of UK budget hotels. These are 
discussed in the following section.
4.2 Future of UK Budget Hotels
TRI Hospitality Consulting (Budget Hotels UK, 2009) stated that UK chain hotels are 
confronted with the most difficult trading period. Recent analyses by Deloitte (2009) 
confirm that the UK hotel industry will still face substantial decline in revenue per available 
room for both London and Provincial areas for the rest of the year; a slow recovery is 
expected in 2010. Despite this recession, a survey of 600 European business travellers 
reveals that business travel will maintain its pace for the next 12 months (Tiller and Hayes, 
2009). However, the latter will be achieved by cutting spend when travelling. Indeed, the 
majority of companies are pushing business travel to trade down. Consequently, the budget 
hotel sector will profit the most from these changes.
Short breaks remain the mainstay of the UK hotel market, as many customers are taking 
shorter holidays (i.e. 1-3 nights) within the UK (Mintel, 2008), as a response to the economic 
downturn. The growth in the trend for short breaks will continue throughout 2009 and will 
benefit budget hotel operators. Therefore, London budget hotels might have achieved a 
strong performance in the summer period as the weak pound incentivised tourists (TRI 
HotStats, 2009).
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From a development perspective, the growth of the UK budget hotel sector will be primarily 
driven by the four market leaders: Premier Inn, Travelodge, Accor and Express by Holiday 
Inn due to their strong financial figures and branding. The high land cost, and the 
unavailability of suitable locations will push budget hotel chains to be more creative in 
finding new sites for their expansion and development projects, thus boosting competition. 
For instance, operators like Premier Inn and Travelodge have acquired schools and factories 
and transformed these buildings to correspond to the branding specifications of their 
respective chain (TRI Budget Hotels UK, 2008).
TRI (Budget Hotels UK, 2008) estimates the growth in number of rooms supply for the 
branded UK budget hotels to reach 126,000 in 2012 and 149,000 in 2017, v^hich will 
represent respectively 35.2 percent and 59.9 percent increase firom figures in 2007 (bedroom 
supply at 93,191). The hospitality consulting company also forecasts that the market share of 
the branded budget sector in the UK will increase faster than the branded full-service market 
share, as displayed in Table 4.5.
Table 4.5 Market Share in the UK Hotel Market
Hotels 2007 (%) 2012 (%) 2017 (%)
Branded Budget Hotels 13.2 16.6 19.0
Branded Full-Service Hotels 28J 29.6 30.6
Unbranded Hotels 58.5 53.8 50.4
Total 100 100 100
Source: Adapted from TRI Buc[get Hotels UK (2008:24)
From Table 4.5, it appears that the increase and development of branded budget hotels will 
be achieved at the expense of small chains and independent hotels, which may be acquired by 
market leaders in the budget hotel sector (Slattery, 2009; British Hospitality Association, 
2009). According to TRI (Budget Hotels UK, 2007), Travelodge plans to increase the size of 
its portfolio to reach 70,000 rooms by 2020. Similarly, Premier Inn is projecting to grow its 
bedrooms to 45,000 by 2011.
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To conclude, the UK hotel industry is experiencing collateral damage due to the credit crisis. 
It has been suggested that hotel operators need to develop strategies for obtaining revenues 
and monitoring expenses, and decide between short-term and long-term rate strategies (TRI 
HotStats, 2009). The outlook for the budget hotel sector seems encouraging as budget hotels 
will benefit from the potential of both business and leisure customers downscaling from a 
mid-market product to a budget product (Deloitte, 2009).
4.3 The Development of UK Budget Hotels
The budget hotel industry in France set an example for Britain in 1980s. The first budget 
hotels in the UK opened at the end of 1985, with Ibis hotel followed by Little Chef Lodge 
and Granada Lodge (Durrell, 1990). The explosion of budget hotels in the UK occurred in 
response to a market gap created by the upgrading of many three and four star hotels 
(Durrell, 1990). Subsequently, the budget sector experienced unprecedented growth (Walsh, 
2008) owing to the increase in business and short-break domestic customers, as well as 
increasing operation costs (Gilbert and Lockwood, 1990). As previously discussed, the 
budget market has become the fastest growing hotel sector in the UK (Walsh, 2008). 
However, it has developed since its early conception in the 1980. This section 'svill highlight 
the factors which have led to the changing nature of the UK budget branded hotel chains.
4.3.1 The Changing Expansion Methods
The entry of brewers and restaurant groups into the budget hotel sector in the early days 
capitalised on the availability of prime locations at minimal cost by the presence of 
established catering facilities which allowed the addition of simple accommodation-only 
blocks. This permitted rapid expansion in a limited time period (Gilbert and Lockwood,
1990) following the needs of business and leisure travellers for accommodation on a limited 
budget (Harris, 2001). Indeed, both Travelodge and Premier Inn have achieved a high 
penetration level based on their land banks provided by Little Chef and Whitbread’s pub
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restaurants (TRI Budget Hotels UK, 2007) respectively, which allowed them to expand 
rapidly and gain advantage over others competitors such as Ibis and Express by Holiday Inn.
An increase in the variety of investment types (for example: franchise, management contract, 
owned, leased) have also assisted the development of UK budget hotels. According to the 
report published by TRI Hospitality Consulting on Budget Hotels in the UK (2008), market 
leaders embraced various operating models; Premier Inn retains its real-estate properties. 
Travelodge follows a 25-year standard leasehold business model. Similarly, Accor operates 
some of its budget properties under leases, and others under franchised agreements. Express 
by Holiday Inn operates under a mix of management contracts or franchised agreements.
Several expansion strategies are adopted by market leaders as identified by TRI Hospitality 
Consulting (Budget Hotels UK, 2007). For instance, some operators are building new 
properties; others are extending their existing hotels to save on land costs. Another strategy 
relies on conversions of existing hotel units to the brand standards of the budget hotel chain. 
According to the TRI (Budget Hotels UK, 2008) report. Premier Inn acquired the brands of 
Golden Tulip and Tulip Inn, and purchased some of the Purple Hotels brand, which will all 
be converted to Premier Inn budget hotels. In line with that, Travelodge has also engaged in 
acquisitions of existing properties to raise its portfolio (Travelodge Press Releases, 2009).
These approaches to development and operations have led to the rapid expansion of the 
budget hotel sector in the UK.
4.3.2 The Business Model of Budget Hotels
UK Budget hotels have tended to pursue a similar business model to low-cost carriers (LCC), 
which have and are still reshaping the competitive airline market (Alamdari and Fagan, 2005; 
O’Connell and Williams, 2001). Budget hotels have adopted some of the LCC’s operational 
characteristics identified in the literature (such as Francis et al., 2006; Doganis, 2001; 
Williams, 2001; Mason et al., 2000), which have allowed LCC to reduce their costs and offer 
lower fares relative to prices traditionally charged for a route. As a result, budget hotels have
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developed a variety of modifications to their own characteristics, at times resulting in a 
departure from their core concept, in order to gain and maintain their competitive advantage. 
In the literature review, researchers have found common characteristics when defining the 
budget hotel concept, and have summarized its nature and its generic operational 
characteristics as shown in Table 4.6.
Table 4.6 Operational Characteristics of Budget Hotels
Operational Characteristics/Features 1 2 3 4 5 6 7 8 9 10 11
Easily accessible (located alongside major road networks 
with some in city centres)
X X X X X X
Extensive geographic coverage of the hotel network X
Standardised unit construction and guest bedroom layout X X X X X X
Modem design and constmction X X X
Low constmction and operational costs X X
Small size ranging from 50 to 150 guest rooms X X X X
Strongly branded product X X X
Budget categories (upper, middle, lower; new-system, 
traditional, upper-tier)
X X X X
Minimum range of facilities (no extra amenities, catering 
provided by an adjacent food operation)
X X X X X X
Simple mode of operations and atmosphere X
Low staff levels X
Centralised reservations system X X
Fixed, or only promotionally variable, room rates (low 
tariffs stmcture than industry norms)
X X X X X X
Good/High value for money X X X X
Service quality X X
Added services beyond a continental breakfast X X
Limited exercise facility X X
Meeting room X
Rates less than £100 per room in the Provincial areas 
and around £ 120 in London
X
Lockwood (1990);  ^Fiorentino (1995);  ^Johnson and Clifton (1996); * Imrie and Fyall (2001);  ^Brotherton 
(2004); British Hotel Association (2007); “ Hinton (2008).
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As indicated above, there is a marginal agreement among authors concerning the 
characteristics of budget hotels such as the limited facilities and amenities, fixed and 
transparent pricing, and standardised guest rooms layout. Ho'svever, the only common 
feature agreed on is the accessibility and location of these properties. It can be asserted that 
generic characteristics introduced by authors between the 1980s and mid 1990s (Daniele, 
1994, 1993) were restricted and reflected the more simple nature of budget hotels which 
focused mainly on the low cost tariff model and limited services. Further, several authors 
suggest a system of classifications to segment budget hotels into two or three different 
categories such as budget and super-budget (Davidson, 1992-93), upper, middle and lower 
(Gilbert and Lockwood, 1990; Senior and Morphew, 1990; and Daniele, 1986), and new- 
system, tradition and upper-tier (Roper and Carmouche, 1989). In a recent TRI UK Budget 
Hotels report (2008:6), the hospitality consulting company defines “budget as a wide-ranging 
sector that embraces a range of brands. This includes three sub-segments: ultra-budget (e.g. 
easyHotel), core-budget (e.g. Travelodge) and upper-budget (e.g. Express by Holiday Inn).” 
The aim from these chain-scale segmentations, as claimed by consultants (TRI UK Budget 
Hotels report, 2008), is to eliminate the blurred perception that exists between the budget and 
the full service sectors, as it was denoted from the previously stated characteristics.
It is noteworthy to address the lack of empirical validation of the characteristics mentioned 
above by various authors, except for Brotherton (2004). The author conducted a survey- 
based study in the UK budget hotel sector and obtained a match between the characteristics 
suggested by the literature and those found in the industry. He concluded that major brands 
stress the importance of repeat business, quality and value-for-money aspects of their offers, 
thus leading to improved performance. Moreover, Brotherton’s (2004) research findings 
indicate the relevance of staff training to maintain the standard and quality of the core 
product.
Thus, the features in Table 4.6 suggest that the budget hotel’s business model seems to have 
moved away firom a restricted fixed rate and basic services, and serve further to extend the 
debate concerning the definition of the budget hotel concept. Thus, these improvements are 
making the term “budget” obsolete, as today’s budget hotels include several services and
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amenities with a flexible and dynamic pricing approach, normally found in full service 
properties.
As a consequence of the confusing non-homogeneous characteristics provided in Table 4.6, 
and the different levels at which the budget hotels operate, the literature reveals the 
expansion of the concept to incorporate new characteristics reflecting the business model of 
LCC (Hinton, 2008; Brotherton, 2004; Imrie and Fyall, 2001; Fiorentino, 1995). Table 4.7 
presents the operational characteristics (adapted from the full service and low cost carriers) 
of budget and full service hotels as follows.
Table 4.7 Operational Characteristics of Full Service and Budget Hotels
Characteristics Full Service Hotels Budget Hotels
Generic
Strategy
*Differentiation
♦Multiple integrated room types which 
include amenities
♦Cost minimisation / cost leadership 
♦Simplicity -  one standardised room type 
with no amenities
Scale ♦Typically large ♦Generally smaller, with some major 
players (e.g. Premier Inn, Travelodge)
Brand ♦Brand extensions ♦One leading brand
Operational
Model
♦Various room types with different features 
♦Located in major cities and resorts 
destinations
♦ Ancillary charges included in room rate 
♦Services are handled in-house
♦Uniform room types
♦Located by major roads and motorways,
and now developing hotels in the city
centre
♦Ancillary charges added to the room rate 
♦Outsource many services
Rates ♦Complex rate structure with Revenue 
Management application
♦Simplified rate structure with Revenue 
Management application
Distribution ♦Online, direct, and travel agents ♦Online via hotel chain’s website and 
direct booking (call centres or hotel itself) 
♦No use of travel agents 
♦Automated check-in
Source: Adapted from Hunter (2006:316)
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It is clear from the comparison in Table 4.7 that full service hotels display heavy overheads 
and high operating costs due to the extra services offered, for which a premium price is 
charged. By contrast, budget hotels have cut costs significantly by reducing overheads and 
providing no amenities. The adoption of some of the LCC’s characteristics is illustrated in 
Table 4.7; however, a move from the original business model -  similar to the LCC business 
model -  is also noticed as it evolved to become a differentiated offering. This is discussed 
below.
The key strategy for LCC relied on introducing aggressively discounted fares (Gillen and 
Morrison, 2003), and deciding on their distribution networks, which primarily provided 
direct access to travellers through the internet (Lawton and Solomko, 2005). The demand for 
budget hotels was triggered as a result of the adoption of online distribution channels as the 
sector’s main reservations network (Mintel Budget Hotels UK, 2009). This was made 
possible through an expansion in internet usage. Travelodge claims that 87 percent of its 
reservations are made online via its website and Premier Inn indicates that more than 50 
percent of its reservations are made via the hotel chain’s website.
From a marketing perspective, Gillen and Morrison (2003) demonstrate that the LCC 
business model has promoted branding in the form of loyalty to the lowest price. Similarly, 
Travelodge have engaged in a comparative advertisement campaign aiming at emphasising 
the savings customers can achieve by booking with them. Furthermore, Premier Inn’s new 
branding and marketing campaign reveals that ‘everything is premier but the price’ stressing 
the service quality and value-for-money elements. Thus, strong brand management has 
played a crucial role in the success of the UK budget hotel sector (Slattery, 2009) through 
improving and reinforcing value-for-money and differentiation strategies. Deloitte & Touche
(2002) have identified factors that can lead to strengthening the brand such as value-for- 
money, consistency, central reservation systems, restaurant offering and competitive pricing. 
Moreover, in a similar development to the LCC business model, budget hotels have 
extensively expanded their hotel units and rooms (as indicated in section 4.1.2) to increase 
their revenues as their operational model relies on low prices.
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While the primary target segment for the budget hotel sector was mainly represented by the 
leisure customer, a good proportion of business customers have moved away from full- 
service and mid-scale hotels to budget hotels (TRI Budget Hotels UK, 2008). Premier Inn’s 
segmentation contradicts these findings as the budget hotel chain announced that 55 percent 
of its reservations were completed by leisure customers, while only 45 percent came from 
business customers (Allen, 2008). However, pressure is being brought on business 
customers to reduce accommodation expenditure, which encourages them to use budget 
hotels. In a similar development. Mason (2000) identified through an empirical study that 
93.1% of travellers would use the LCC for business trips.
Due to high competition from new entrants in the market, the current economic crisis, and 
high customer expectations, a number of budget hotels have moved towards differentiated 
strategies, as competitive positioning appears to be harder to maintain in this dynamic 
environment (Mintel, 2008, 2007; TRI, 2007; Deloitte & Touche, 2003, 2002). The budget 
hotel sector has evolved from providing clean, comfortable and standardized rooms with 
limited facilities and services at low fixed prices, to offering several ranges and types of 
services with varying pricing structures. On the one hand, many operators have modified 
their products / services to include facilities such as conference and meeting rooms, internet 
connections / WIFI, air conditioning. Plasma TV, telephones and complimentary breakfast 
among many others (Deloitte & Touche, 2003, 2002). Further, market leaders (i.e. Premier 
Inn and Travelodge) have introduced crucial measures targeted at business customers such as 
pre-payment for rooms and automated check-in kiosks. Moreover, Travelodge launched the 
iBooker application, which allows business and leisure customers to find low-cost 
accommodation in the UK via the 3G Apple iPhone (Mintel Budget Hotel Report, 2009). In 
addition, budget hotels have also introduced differential pricing strategies (weekend, 
weekday prices) higher than traditional budget hotels (also known as lower tier) but still 
lower than full service hotels, in order to better compete in the market. Indeed, Premier Inn 
has implemented, similarly to Travelodge, a revenue management system which allowed the 
adoption of a dynamic pricing structure. The move from a fixed to a dynamic pricing 
strategy in the budget hotel sector does not mirror the LCC’s business model as low-cost
85
Chapter 4 The UK Budget Hotel Sector
carriers started with a dynamic pricing strategy that evaluated supply and demand 
information and adjusted prices accordingly.
As a result of these product offering modifications, it is obvious that budget hotels have not 
merely expanded from their original concept, but have established an alternative business 
model that is better prepared to adapt to changes in demand in this dynamic environment. 
One can conclude that budget hotels are departing from their core concept which revolves 
around simplicity, to evolve into the full service three-star hotels classification. Thus, some 
budget hotels cannot be considered budget accommodation.
4.4 Conclusion
This chapter examined the UK budget hotel sector, which represents a product concept 
strongly branded, relying on value-for-money and service consistency. In recent years, the 
budget hotel market has experienced a dramatic growth in the UK in terms of number of 
properties and bedrooms, and is expected to continue its boom. Despite this growth, the 
budget hotel sector has not received sufficient attention from academic research, which was 
clear through the limited number of academic publications made possible to review.
This sector represents the fastest growing sector in the UK hotel industry. Despite the 
current situation:
• Demand appears to be resilient
• Corporate customers are trading down to relatively low-priced accommodation
• Leisure customers are taking several short breaks rather than just long holiday stays. 
Thus, a further positive and strong performance is forecasted for the budget hotel sector in 
the coming years.
This study focuses on revenue management pricing practices in budget hotel operations. The 
success of the budget hotel business model has mainly been credited to a static pricing 
policy, where customers reserve a room at a budget property because of the reputed product
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standard and the largely low fixed and inflexible rate. However, budget hotel chains have 
had to compete more effectively in the market through changing and modifying their 
strategies, and have introduced differential pricing strategies (weekend^ weekday prices that 
vary in response to demand and supply) through the implementation of revenue management 
systems. Thus, this study is the first to explore the departure of budget hotels firom the fixed 
rate strategy to embrace a dynamic rate structure, and the implication of this new pricing 
strategy on customers’ behavioural intentions.
The impressive performance of the UK budget hotel sector lies in the extended concept 
following the success of the low-cost carriers’ business model. As customers have embraced 
the concept of low cost airlines, the budget hotel sector is benefiting, since a wider market 
segments is attracted by customers flying with low cost airlines and wishing to stay in budget 
accommodations. The main characteristics that represent the core of this business model, 
adopted to maintain a competitive advantage in the market are:
• Bedroom simplicity
• Value-for-money pricing (move from fixed to dynamic pricing)
• Location in capital and major cities
• Brand strength strategies
• Enhanced non-room facilities
• Expansion (brand stretch) through additional rooms and units.
Thus, some budget hotels appear to have adequately progressed that they encompass full 
service three-star pre-requisite and therefore, cannot be considered budget accommodation.
The following chapter discusses the research methodology, strategy and design employed in 
this study.
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Chapter 5 
Research Strategy and Design
5.0 Introduction
This chapter sets out the research methodology that guided the study, which illustrates and 
examines methods used to gather and interpret data, and introduces the philosophical 
framework. This chapter is relevant since the researchers’ beliefs, about what can be known 
(ontology) and how it can be known (epistemology), influence the selection and use of 
different methods in the research process (Denzin and Lincoln, 2003).
In light of key findings and arguments from the extant literature, this chapter engages with 
the appropriate social science research methods and techniques, which facilitate the research 
agenda of this study and chart the research strategy, methods applied, and data collected. 
Further to this, it provides a detailed examination into how the sample hotel chain was 
selected and how access was facilitated and maintained. Finally, the chapter details how data 
from the participant hotel chain was collected and analysed.
5.1 Research Strategy
Research is influenced by the ontological and epistemological assumptions of the researcher. 
In other words, beliefs about what is viewed as acceptable knowledge in a discipline affect 
the development of the research and the interpretation of findings (Biyman, 2004). 
Therefore, ontological and epistemological considerations affect the methodology, and 
consequently the methods chosen when planning a research project. Different ontological 
and epistemological paradigms are identified in the literature. Denzin and Lincoln (2003:33) 
define a paradigm as “the net that contains the researcher’s epistemological, ontological and
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methodological premises.” Indeed, the researcher will be clear about the substitute designs 
and methods to be applied in a specific research and their applicability in practice, since the 
philosophical positioning of research will be understood (Easterby-Smith et al., 2002). The 
current study adopts a pragmatism paradigm which is discussed below, and its pertinence to 
the current research is considered.
The pragmatist philosophy has roots in the work of Wittgenstein in 1958, Davidson in 1973, 
Rorty in 1982, and Pierce, James, Mead and Dewey (Creswell, 2003). This view was also 
postulated by Brewer and Hunter (1989) and further promoted by Reichardt and Rallis 
(1994). Researchers in this tradition do not necessarily recognize that a “reality” exists 
independent of human thought and belief. However, it recognizes that people socially 
construct interpretations and one must attenipt to understand these socially constructed 
interpretations of reality (Tashakkori and Teddlie, 2003). Pragmatism, in short, 
acknowledges an external world which must be dealt with. In a pragmatic paradigm of 
inquiry, knowledge is believed to derive from actions, situations and consequences 
(Creswell, 2003). Focus is given on finding solutions to problems. Thus, pragmatism is 
concerned with applying a practical approach integrating different perspectives, and opens 
the door to multiple methods as the problem is more relevant than the method. Indeed, the 
focus is on quantitative and qualitative methods being compatible. The researcher follows 
the logic in use (Firestone, 1987) and chooses to mix methods depending on the research 
questions, or if it will help to make data collection and analysis more accurate (Johnson and 
Onwuegbuzie, 2004; Rocco et al., 2003). Pragmatist researchers are not constrained by 
research techniques and procedures. They “look to the “what” and “how” to research based 
on its intended consequences” (Creswell, 2003:12). On the one hand, it appears that 
pragmatists agree with positivists and post-positivists that there is an external reality, and on 
the other hand, they deny that there is an absolute truth (Tashakkori and Teddlie, 2003). This 
seems to meet the need for a philosophical underpinning of mixed-methodology research.
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5.1.1 Methodological Considerations
There are three approaches to research, namely quantitative, qualitative and mixed methods 
(Creswell, 2003). A quantitative research aims to develop knowledge by identifying 
variables, testing textual research questions and theories, which reflect the stances of 
positivism and post-positivism (Johnson and Onwuegbuzie, 2004). In a qualitative inquiry, 
knowledge claims are made based primarily on constructivist, participatory perspectives or 
both (Johnson and Onwuegbuzie, 2004). When quantitative and qualitative methods are 
brought together, the strengths of both approaches are combined which leads to a better 
understanding of the research problem and to reducing some of the underlying problems 
associated with singular methods (Sechrest and Sidana, 1995). This mixed method approach 
involves collecting data either simultaneously or sequentially to best understand research 
problems and researchers tend to follow a pragmatic approach. Tashakkori and Teddlie 
(2003) identify the mixed methods as a “movement” since it is seen as the widespread way 
most researchers will approach research. Creswell (2008:322) provides a working definition 
for mixed methods as “an approach to inquiry in which the researcher links, in some way, 
both quantitative and qualitative data to provide a unified understanding of a research 
problem.”
Many researchers are endorsing research designs, which use a combination of quantitative 
and qualitative methods, rather than solely those derived from one epistemological stance or 
the other. Tashakori and Teddlie (2003) claim that multiple methods are useful if they 
provide better answer opportunities for the research questions, if they allow the researcher to 
evaluate the trust placed in research findings. Such designs along with the data collected can 
allow researchers a great amount of flexibility in their studies and can lead to further 
authentication of the findings (Bryman, 2004; Easterby-Smith et al., 2002). The ability to 
draw on the strengths of both qualitative and quantitative methods can lead to more rigorous 
analysis where different forms of data may seem to contradict each other (Easterby-Smith et 
al., 2002).
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Rather than adopt one of the more extreme epistemological views of social science research, 
the researcher feels that the complementary opportunities of the mixed-method approach best 
satisfy the objectives of her study as well as her ontological and epistemological assumptions 
as stated in the previous section (Hammersley, 1992). Bryman (1984:86) confirms that the 
combination of research methods implies “a better overall view of reality which is achieved 
when, say, a social survey is linked to some unstructured questioning or participant 
observation.”
5.2 Empirical Research Objectives
The practice of revenue management (RM) consists of monitoring customer demand through 
the use of dynamic pricing and capacity management (Rimes, 2004; Cross, 1997). Higher 
paying customers may place orders after the seller receives less valuable orders. Therefore, a 
seller must trade-off the revenue benefits realized by maintaining a reservation inventory for 
higher paying customers (while in the process denying lower paying customers), versus the 
risk of owning this inventory when it expires. This, in simplified terms, is the goal of an 
effective RM policy. To ensure the success of RM strategies, the model for the deployment 
of a revenue management system becomes fundamental. The literature review reveals a lack 
of knowledge about the implementation of revenue management in terms of the organisation 
as a whole, the people in the organisation, and the customers.
Even though the practice’s benefits are revenue increase and profit maximisation as one 
aspect of a larger picture, RM can also result in alienated customers (Rimes, 1994). Previous 
empirical studies have established a loss of business fi*om customers who perceive these 
practices as unfair (Wirtz et al., 2003; Rimes, 1994; Rahneman et al., 1986a). While a 
number of research papers concentrate on price fairness perceptions, these empirical studies 
were conducted using scenario-based surveys and/or experiments, and data were collected 
from mostly undergraduate students. Thus, these contributions fail to tackle the dynamism of 
real environmental settings and measure real customers’ feedback.
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Moreover, demand behaviour plays an important role in revenue management and influences 
long-term behavioural intentions. Indeed, dynamic pricing as a RM pricing practice affects 
the behaviour of customers who have, at various stages, accepted, declined, and been denied 
a reservation request (refer to Figure 2.3 in chapter two). Therefore, the biggest hurdle an 
organisation would have is to understand the opportunity cost of denying/declining a 
reservation to a frequent/loyal customer. More specifically, to the best of the researcher’s 
knowledge, no studies exist to describe and measure the impact of RM pricing practices on 
these customer groups’ behavioural intentions at the time of attempting to reserve a room. 
Yet, to date, customer’s reactions to RM practices in real environmental settings are not 
known by academic research.
As a consequence from the preceding arguments, high yield from fixed resources should not 
be considered as a successful financial performance for any organisation, without 
investigating the price that has been paid in terms of customer relationships. Hence, this 
research will on the one hand study the implementation of a RM strategy in a budget hotel 
chain and gain executives’ views on its potential impact upon customers, and on the other 
hand, explore customers’ opinions and viewpoints towards RM pricing practices and the 
impact of these on their behavioural intentions. Thus, the following represents the empirical 
research objectives guiding this study:
1. To investigate the implementation of revenue management in one of the UK’s leading 
budget hotel chains (chapters 6 and 8).
2. To evaluate the impact of the application of dynamic pricing strategies on customers 
from the perspective of the budget chain’s managers (chapters 6 and 8).
3. To explore customers’ perceptions and behavioural intentions towards revenue 
management pricing practices (chapters 7 and 8).
4. To determine the behavioural intentions of different customer groups (chapters 7 and 
8):
4.1 Customers who made a reservation.
4.2 Customers who declined a reservation offer.
4.3 Customers who are denied a reservation request.
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5 To contribute to the knowledge of revenue management and services marketing by 
investigating the impact of revenue management pricing practices on customers’ 
behavioural intentions towards a hotel chain (chapter 9).
The following section sheds the light on the research strategy adopted in this thesis and its 
characteristics.
5.3 An Overview of the Research Strategy
Stake (2000: 435) argues that case studies “are not a methodological choice but a choice of 
what is to be studied... A case study is both a process of inquiry about the case and the 
product of inquiry.” Building on this approach to research, this study utilized a case study 
research strategy, incorporating both qualitative and quantitative data, however, the research 
focus is on the in-depth exploration of the qualitative data. Yin (2003) suggests the favoured 
use of case studies as a research strategy when ‘how’ and ‘why’ questions are presented, 
particularly when the focus is on a contemporary phenomenon in order to understand the 
dynamics present within a specific context.
5.3.1 The Case Study Research Approach
The case study is a research strategy (Hartley, 2004) that is centred on understanding the
activities present within single settings. Yin (2003:13) defines a case study as:
“An empirical inquiry that... investigates a contemporary phenomenon within its 
real-life context, especially when... the boundaries between phenomenon and context 
are not clearly evident... [and] relies on multiple sources of evidence.”
Mitchell (1983:192) characterized a case study as a “detailed examination of an event (or 
series of related events) which the analyst believes exhibits (or exhibit) the operation of some 
identified general theoretical principle.” Thus, the case study allows the retention of the 
comprehensive and meaningful attributes of real-life events (Yin, 2003). It is seen as an 
appropriate strategy in cases where little or no control over the events is in the hand of the 
researcher (Yin, 2003).
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Yin (2003) claimed that a case study should not be considered as inclined towards qualitative 
research. Most case study researchers such as Yin (2003), Stake (2000), and Stoecker (1991) 
explain that a case study can utilize a combination of both quantitative and qualitative 
methods and include multiple methods such as interviews, focus groups, participant 
observations, surveys and others (Hartley, 2004). Yin (2003:13-14) stated that a “case study 
is a holistic research strategy that deals with situations in which there will be more variables 
of interest than data points,” it “relies on multiple sources of evidence, with data needing to 
be converged in a triangulating fashion,” and that it “benefits from the prior development of 
theoretical propositions to guide data collection and analysis.” Hartley (2004) notes that case 
study research is flexible, in that it is able to adapt to and probe areas planned as well as 
those emergent. Miles and Huberman (1994:25) define a case as “a phenomenon of some 
sort occurring in a bounded context.” As such, cases can be an individual person, a role, a 
small group, an organization or a community. Case study research allows the experience of 
unique situations and individuals and can be seen as highly persuasive as data are drawn 
from people’s experience and practice (Cohen, et al., 2000).
5.3.2 Types of Case Studies
Stake (2000, 1995) distinguishes between several types of case studies as different purposes 
of research require different forms of case study design. Case studies may vary according to 
the number of cases studied, their depth, the size of the cases, and the extent to which the 
researcher documents the context of the case in terms of the wider society and/or historically 
(Hammersley and Gomm, 2000).
Stake (2000:3-4) provides a distinction between three main types of case studies. An 
intrinsic case study is “carried out when the researcher wants to leam about a particular 
case.” An instrumental case study is conducted when the researcher wants to “get insight 
into the research question by studying a particular case.” A collective case study refers to 
“the extension of an instrumental study to several cases.”
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Yin (2003) classifies case studies into two main design types: single and multiple case 
studies. Both types can either be embedded or holistic in nature. Embedded case studies 
involve more than one unit of analysis, whereas holistic case studies examine only the global 
nature of an organization or programme. Yin (2003) proposed three types of case studies; (1) 
an exploratory study set to explore and examine a phenomenon that serves the interest to the 
researcher, and the focus is on “how” questions. (2) A descriptive study is embraced when 
information about the case in question need to be described and (3) an explanatory case study 
is used to explain both at a surface and deep level the phenomenon in the data, and is used 
with “why” questions.
Bearing in mind the exploratory nature of this study that aims to bridge the gap between 
revenue management pricing practices and customers’ perceptions and behavioural intentions 
towards this practice, it is apparent that an exploratory case study is required. As this 
research aims at solving the “how” question which arises fi*om a theoretical review of the 
literature and understanding the framework within a precise setting, the case study is 
regarded as single, exploratory, embedded, and instrumental.
5.3.3 Evaluating the Quality of Case Study Research
Yin (2003) notes that an outstanding case study is distinguished by thorough thinking; 
sufficient presentation of evidence to reach conclusions; and cautious reflection on 
alternative interpretation of evidence. The case study method has its own list of quality 
standards that include: construct validity, internal validity, external validity, and reliability 
(Yin, 2003; Miles and Huberman, 1994) which are explained below. However, it should be 
noted that several qualitative researchers suggest different terms to stand out against 
quantitative researchers. Lincoln and Guba (1985) propose terms such as trustworthiness, 
credibility, dependability, transferability and confirmability.
Construct Validity
Construct validity considers verifying the major characteristics and the correct operational 
measures for the concepts being studied (Amaratunga and Baldry, 2001). In other words, it
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refers to the fit between the results of the research and the theory which was tested (Sekaran, 
2003). This can be problematic in the qualitative side of case study research, as opposed to 
questionnaires and survey research approaches, where the researcher fails to establish 
multiple indicators of measures, and subjective judgments are used to collect data (Riege, 
2003; Yin, 2003). In order for the data to be drawn in an unprejudiced manner, the 
researcher used verbatim interview transcripts, triangulation to cross-check sources of 
evidence (i.e. observation and documentation), and peer review of the drafted report to 
increase the construct validity of the study.
Internal Validity
Internal validity refers to the establishment of a causal relationship, whereby certain clauses 
show to lead to other clauses, hence patterns of similarities and differences between 
respondents arise (Amaratunga and Baldry, 2001). Yin (2003) argues that internal validity is 
only suitable for explanatory and causal case studies since they study causal relationships. 
However, other researchers refer to internal validity to whether the research design is a true 
reflection of the reality studied (Punch, 2005). In line with that. Pope et al. (2002) state that 
qualitative research methods would score high on internal validity if a detailed 
documentation and description of real-life situations exist, in order to expose the true picture 
of the phenomenon being studied. Thus, the approval of research findings through 
triangulation was adopted by the researcher to ensure coherence and credibility of the results.
External Validity
External validity refers to the degree to which results are justified and present a reflection of 
the situation being studied (Riege, 2003; Amaratunga and Baldry, 2001). In other words, it is 
about generalizing the case study’s finding (Yin, 2003). However, Bryman (2004), Guba and 
Lincoln (1994) explain that in qualitative research, generalizations are not possible since 
phenomena are neither context nor time-free. Patton and Applebaum (2003) argue that the 
extent of generalization of case studies is determined by the quality of the description of the 
context, which would allow researchers to reveal the level of transferability of a particular 
case to similar cases. Yin (2003:10) argues that “the case study... does not represent a 
sample, and in doing a case study, your goal will be to expand and generalize theories
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(analytical generalization) and not to enumerate frequencies (statistical generalization).” In 
line with that, the researcher believes that transferability can be achieved by comparing 
evidences with the extant literature to draw contributions and generalize those within the 
boundaries of the research.
Reliability
“The concept of reliability refers to the demonstration that operations and procedures of the 
research can be repeated by other researchers, which then achieve similar findings assuming 
that the methods and techniques applied remain consistent” (Riege, 2003:81). Indeed, it 
refers to the ability to produce consistent results, even when performed by other researchers. 
Thus, the goal of reliability is to allow the replication of the study ensuring similar results. 
Hence, the researcher suggests that if another researcher would listen to the recorded tape 
interviews, read the transcripts and other research material, similar findings can be obtained.
According to Mitchell (1983:207), the validity of the case study depends “not on the 
typicality or representativeness of the case but upon the clarity and coherence of the 
theoretical reasoning.”
5.3.4 Justification of a Single Case Study Approach
The single case study of the UK’s largest hotel chain, forming the basis of this research 
thesis, was identified as suitable since it allows the development and generation of theoretical 
insights into' and a better understanding of, revenue management practices and their impact 
on customers in a real life context (Stake, 2000). It was also preferred as it is a strategy 
focused on detailed understanding of the dynamics present within single settings (Eisenhardt,
1991). Moreover, case studies have a distinct advantage when attempting to answer how 
questions and are useful when the phenomenon is little understood and the dynamics of it 
need to be incorporated in the research (Yin, 2003). Indeed, Yin (2003) advices that a single 
case study is a suitable research approach under any of the following conditions: where the 
organization can be regarded as a “critical” case (one which meets all the conditions required 
to investigate the theory); where an “extreme” or “unique” case can be recognised, and where
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the organization can be considered a “revelatory” case (where limited examples are found, 
thus the examination of even one is judged valuable). Moreover, since there is a lack of 
research into the impact of RM practices on customers, especially in the context of the 
budget hotel sector, the chosen case justifies the use of a single case study on the grounds of 
its revelatory nature. In line with that, Eisenhardt (1991) states that the suitable number of 
cases relies on how much is known and how much new information is likely to be leamt 
from additional cases. Stake (2000:447) states that the choice of a single case study relies on 
“examining the case from which we feel we can leam the most. That may mean taking the 
one most accessible, the one we can spend most time with.” Thus, the researcher gained and 
maintained a high level of access with the leading UK budget hotel chain which provided 
her with the opportunity to attend several meetings and workshops; collect a myriad of 
documents; discuss informally and formally with several executives at head office and hotel 
general managers; and have access to the budget chain’s customers.
The aim is to investigate the potential areas of conflict between the practices of revenue 
management and customers, and to explore the impacts of revenue management practices on 
customers’ behavioural intentions. This has revealed to be an emerging research field. This 
study aim was constructed in light of the initial gaps identified in revenue management and 
context specific hotel industry literature. Indeed, there is little empirical evidence on how 
revenue management practices impact customers’ loyalty and repurchase intentions, 
specifically for customers who have declined a booking request or been denied. Therefore, 
methodologies other than case studies are still difficult to apply to the exploratory facet 
associated with the subject. Eisenhardt (1991) comments that the case study research 
approach is particularly appropriate in new or undeveloped topic areas. Furthermore, a 
single case study approach was examined and data were collected from the choice of a 
leading UK budget hotel chain, since the opportunity to leam is of primary importance and 
since the budget hotel sector is under-researched. Eysenck (1976:95) comments that “we 
simply have to keep our eyes open and look carefully at individual cases -  not in the hope of 
probing anything, but rather in the hope of learning something.”
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An exploratory study is considered as a “valuable means” of finding out “what is happening; 
to seek insight; to ask questions and to assess phenomena in a new light” (Robson, 2002:59). 
Consequently, the exploratory single case study enables the researcher to examine the 
relevant issues based on multiple methods involved in a triangulation approach, which 
provide divergent data sources (Yin, 2003). Moreover, valuable and rich data about the 
research topic can be extracted by using multiple data collection methods, and different 
forms of evidence from several management levels and functional areas are also obtained.
5.3.5 Limitations of Case Studies
Patton and Applebaum (2003) acknowledge that there are several challenges in conducting 
case study research due to the accusations of its lack of representativeness, its lack of rigor 
and an excess of bias.
Several qualitative researchers argue that case studies do not have to make any claim about 
generalizability since it is not the purpose or the intent of case study research (Yin, 2003; 
Patton, 2002; Hammersley and Gomm, 2000). Thus, the purpose of case studies is to 
comprehend and enunciate patterns and connections of theoretical importance rather than to 
conclude inclusive findings from a sample to a population. In line with that, Yin (2003) 
argued that case studies reflect exclusive situations and, therefore, one can not develop direct 
comparisons or similarities of data.
Case study research has been faulted for its lack of rigor due to the lack of standard 
methodological procedures. However, analysing data using different methods and sources to 
study the same object, process known as triangulation, increase confidence in conclusions 
and provide a stronger corroboration of constructs (Eisenhardt, 1991). The use of 
triangulation results in a range of information on the same issue; reduces some of the 
underlying problems or deficiencies associated with some methods; and achieves a higher 
degree of validity and reliability (Sarantakos, 1998).
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It is argued that there is an excess of bias as the researcher becomes a variable in the research 
design. Indeed, this problem results from the proximity of the researcher to the related 
subject (Patton and Applebaum, 2003; Amaratunga and Baldry, 2001). Another potential 
limitation to case studies is that organizations may be identified due to the detailed contextual 
information needed to understand the case.
To overcome the above mentioned limitations in the case study research, the use of combined 
or multiple methods has been undertaken (Yin, 2003) in order to verify the validity and 
reliability of the processes (Stake, 1995). The fundamental notion of data triangulation 
implies that results of the study of the same phenomenon are cross-checked using qualitative 
and quantitative methods (Amartunga and Baldry, 2001). Thus, the researcher is looking at 
the phenomenon from several angles. The success of triangulation depends on its ability to 
increase confidence in the results; strengthen the completeness of the study; enhance 
interpretability; and uncover new issues and processes that result in the development of new 
theories (Amartunga and Baldry, 2001).
5.3.6 Data Collection Methods
While methodology introduces the theory of knowledge guiding the design of a research 
project, methods refer to the specific techniques used to collect evidence. Case study 
research can be explored using more than one method to enable the researcher to gain a 
holistic understanding of the phenomenon being studied. Indeed, Yin (2003) underlines that 
case study should not be limited to include only qualitative measures. However, no method 
is completely neutral and without limitations; studies that use multiple data collection 
methods are less susceptible to errors associated with a particular method than studies that 
adopt only one method (Patton, 2002). Furthermore, each method can reveal different 
aspects of reality and exclusive dependence on one method may alter the researcher’s picture 
of the particular slice of reality being investigated (Cohen et al., 2000).
A range of data collection methods are available for use in the case study approach to 
research including focus groups, interviews, observations, documentation, ethnography,
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questionnaires among others. The research has applied the following methods: interviews, 
observations, documentations and a questionnaire, and thus, detailed information such as the 
characteristics, strengths and weaknesses associated with each method are described below.
Interviews
Interviews allow data to be gathered through direct verbal interactions between individuals 
and are regularly used in case study research (Denzin and Lincoln, 2003). As they enable 
participants to discuss situations from their own viewpoint (Yin, 2003), interviews provide 
the researcher access to the participants’ own perspectives and opinions. Thus, interviews 
recognise that knowledge can be generated by individuals through conversation, and the 
standpoint of others is meaningful (Patton, 2002). In addition, the interview might be driven 
by the interviewee into a direction that offers a new focus in the research because new and 
significant issues might emerge in the course of the interview (Bryman, 2004).
Interviews can be carried out for a range of purposes: as an explanatory tool to identify 
possible variables and relationships; to validate unexpected results revealed by other methods 
of data collection; to clarify and illustrate the meaning of the findings; and to enable the 
researcher to further explore with participants the motivations and explanations for behaviour 
that cannot be directly observed (Robson, 2002; Patton, 2002). The interview structure 
varies according to the context and purpose of the interview, fi*om structured, unstructured or 
in-depth interviews, to semi-structured which was adopted for the research study (Saunders 
et al, 2007; Fontana and Frey, 2003).
A semi-structured interview, or interview guide approach (Patton, 2002), is based around a 
set of predetermined questions but the order and wording of these questions can be adapted 
based on the interviewer’s perception of what seems most appropriate, given a specific 
organizational context (Saunders et al, 2007; Robson, 2002). Therefore, the same basic 
inquiries are pursued with each person interviewed, but there is some fi*eedom to engage in 
new or unusual insights (Saunders et al, 2007; Fontana and Frey, 2003; Patton, 2002). 
Therefore, the objective is to bring some preliminary issues to the surface so that the 
researcher can determine what variables need further in-depth investigation. Moreover,
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semi-structured interviews also provide the researcher with the opportunity to probe answers 
in order to explore responses that are of significance to the research topic (Kvale, 1996).
As a case study method, interviews are usually open-ended in nature, allowing the 
exploration of the respondents’ understanding and opinion on most different matters (Yin, 
2003) and enabling a focus on the meaning of particular phenomenon to the respondents 
(King, 2004). Thus, the possibility of getting in-depth information and significant insights 
into the research object is one of the main advantages of this research method. Further, using 
interviews for data collection tends to result in higher response rates than self-completion 
questionnaires because subjects are likely to be more involved and motivated (Patton, 2002). 
The respondents are also in a distinctly favourable position to explain their thoughts (Robson, 
2002) and are not required to read or handle complex documents or long questionnaires. 
Other advantages include the flexibility of this method since it tackles different types of 
research questions; suited to examining topics in which different levels of meaning need to 
be explored; and accepted by most research participants (King, 2004).
Cassell and Symon (2004) view interviewing as time consuming since it is a process that 
starts with the design of an interview guide, the interviews, and than the analysis of 
transcripts firom a high volume of rich data. Moreover, errors can occur due to respondent 
biases and lapses in memory (Robson, 2002), and the sequencing and wording of questions 
can have a large impact on the results, as can the interviewer’s characteristics (Fontana and 
Frey, 2003). Other restricting factors are the available resources such as time and costs 
(White and Gunstone, 1992).
Despite these limitations, it was felt that the benefits of the interview process outweighed the 
perceived restrictions in addressing the research question. As a result, semi-structured 
interview method was selected as the primary data collection technique for the first phase of 
the research. However, selecting this method does not preclude using additional methods of 
data collection such as observation, documentation and questionnaire.
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Observation
Delbridge and Kirkpatrick (1994:37) note that observation implies a research strategy of 
“immersion by the researcher in the research setting, with the objective of sharing in people’s 
lives while attempting to leam their symbolic world.” Observations are particularly effective 
in identifying occurrences that might not be discovered through interviews, including those 
that a participant might not freely talk about in an interview, or that a participant might take 
for granted (Patton, 2002). Interview and questionnaire responses are also notorious for 
discrepancies between what people say they have done and what they actually did, and 
observations can provide useful checks for this (Robson, 2002).
Observation can be defined using several aspects, including the degree of stmcture of the 
observation, the purpose of the observation, and the role of the researcher in the observation 
context.
Structured observations, also called formal observations (Robson, 2002), impose a large 
amount of stmcture and direction on what is to be observed and tend to involve the recording 
of behaviour in terms of categories that have been devised prior to the start of data collection 
(Bums and Bush, 2006). Systematic, numerical data can be generated, but complexity and 
completeness may be reduced due to lack of attention paid to aspects not on the observation 
schedule (Bums and Bush, 2006). In contrast, unstmctured and informal observations allow 
the observer considerable freedom to select the information that is gathered and how it is 
recorded, but synthesis and interpretation of the data gathered is more problematic. Semi- 
stmctured protocols focus on selected issues, but the data to illuminate these issues is 
gathered in a far less pre-determined and systematic manner (Bums and Bush, 2006).
Not surprisingly, the nature of the observation tends to be related to its purpose. For example, 
descriptive observations, which involve observing as much as possible, tend to be used in the 
exploratory phase of a study before a researcher begins to understand what is and is not 
relevant (Robson, 2002). In contrast, focused observations concentrate on certain aspects but 
ignore those that are considered to be irrelevant (Angrosino and Mays de Perez, 2003).
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A further distinction between different observational strategies depends on the role adopted 
by the researcher in the observation context. Gold’s classification is widely cited (e.g.: 
Saunders et al., 2007; Bryman, 2004; Patton, 2002) and reflects a range of degrees of 
involvement and detachment: the researcher can be a complete participant, participant-as- 
observer, observer-as-participant, or complete observer.
A participant-as-observer, sometimes known as a researcher-participant (Bryman, 2004), 
adopted by the researcher in her study, participates in the research context, and members of 
the research setting are aware of the researcher’s status as a researcher (Patton, 2002). As 
well as observing through participating in activities, the researcher may ask members to 
explain various aspects of the behaviour being observed (Bryman, 2004). The participant-as- 
observer approach tends to allow for a more holistic view to be constructed, although 
acceptance of the researcher depends heavily on the nature of the group (Robson, 2002).
Because the researcher is the main instrument for gathering data in less structured 
observations, observer bias is a potential concern (Saunders et al., 2007). It is inevitable that 
the researcher’s interests, experiences and expectations will affect what they attend to, and 
this may result in selective perception by the observer that may distort the data (Patton, 
2002). Other biases include selective coding (expectations affect what is observed, and in 
turn what is recorded and interpreted), selective memory (when there is a time delay between 
the observation and the writing up of field notes), and interpersonal factors (easier to interact 
with those who are more welcoming and easy to get on with) (Robson, 2002). Objectivity, or 
reduced bias, can be approached through conscious effort to distribute attention widely and 
evenly as well as through a heightened sensitivity to the problem of subjectivity and the need 
for justifying one’s claims (Saunders et al., 2007). Another potential threat to the 
trustworthiness of data collected by observation is reactivity, or the extent to which people 
alter their behaviour when they know they are being observed. Prolonged observations, as 
well as the use of multiple data sources, can reduce such effects.
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Documentation
The use of documentary information in case studies assists data to be collected in an explicit 
way (Yin, 2003). Hodder (2003:156) described that “access to documents can be easy and at 
low cost, as the information provided may differ from and may not be available in spoken 
form... and give historical insights.” He refers to documents as being “mute evidence.” 
Stake (1995) also explained that documents can serve as a substitute for records of activities 
that the researcher was not able to directly observe, and clarified that studying documents 
follows the same logic as observing or interviewing. Internal documents provide information 
about internal rules, regulations and procedures, and external documents are produced for 
public use and are helpful in understanding official perspectives on programs or other aspects 
of an organization (Bogdan and Biklen, 1998).
In this research study, documents were not the primary source of evidence but were used as a 
complementary data collection method. The range of documents for analysis included 
archival material in the form of reports in newspapers and trade journals, formal reports and 
publications about the organisation, memoranda, minutes of meetings, and agendas. Yin
(2003) explained that documentations are used to corroborate findings from other sources 
and suggested that contradictions found between documents and main data provide an 
opportunity to probe further into the topic.
Survey
As part of the quantitative survey, a questionnaire was designed containing the key constructs 
of this research. A questionnaire is a pre-formulated set of questions to which respondents 
record their answers, usually within rather closely defined alternatives (Sekaran, 2003). 
Questionnaires are used to gather data from a defined group of individuals who answer 
identical questions, where a rigid structure is necessary to produce numerical data for 
comparisons (Wilson and McLean, 1994, cited in Cohen et al., 2000). Questionnaires are 
often used to establish patterns of associations and illustrate particular features identified in 
targeted audiences (Bryman, 2004). They tend to be more focused and structured than 
interviews or observations, and can also be used in the format of open-ended questions and 
under a qualitative approach (Baker, 1999). Questionnaires have the advantages of
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reliability, simplicity and the capability to obtain large quantities of data. They also simplify 
coding, analysis and interpretation (Malhotra and Peterson, 2006; Hair et al., 2006). A wide 
range of data can be collected using questionnaire including opinions, intentions, attitudes, 
behaviour, awareness, motivations and lifestyle characteristics to general information on 
respondents such as gender, age, education and income.
The main advantages are the suitability to tabulation and statistical analysis, standardisation 
through the rigid structure and the possibility of administering it with a large sample of 
population (Bums and Bush, 2006). However, the main disadvantages are ‘the time to 
develop, pilot and refine the questionnaire ... the possible unsophistication and limited scope 
of the data that are collected, and ... the likely limited flexibility of responses’ (Cohen et al., 
2000:245).
Sekaran (2003) identified three types of questionnaires as a data collection method (refer to 
Table 5.1): personally administered/self-completed questionnaires, mail/postal
questionnaires, and electronic/web-based questionnaires.
Table 5.1 Advantages and Disadvantages of Questionnaires
Mode of Data 
Collection
Advantages Disadvantages
Personally • Can establish rapport and motivate • Organisations may be
Administered/ respondent. reluctant to give up
Self-completed • Doubts can be clarified. organisation time for the
Questionnaires • Less expensive when survey with targeted
administrated to a group of employees.
respondents.
• Almost 100% response rate 
assured.
• Anonymity of respondent is high.
106
Chapter 5 Research Strategy and Design
Mail/Postal
Questionnaires
• Wide geographic regions reached.
• Token gifts can be enclosed to 
seek compliance.
• Respondent can take more time to 
respond at convenience.
• Can be administered electronically, 
if desired.
• Anonymity of respondent is high.
• Response rate is almost 
always low; a 30% rate is 
quite acceptable.
• Cannot clarify questions if 
needed.
• Follow-up procedures for 
non-responses are 
necessary.
• Return cost as pre-stamped 
envelope can be used.
ElectronicAVeb- • Easy to administer. • Computer literacy is a
based • Can reach globally. must.
Questionnaires • Not at all expensive. • Respondents must have
• Fast delivery. access to the internet.
• Respondent can answer at their • Respondent must be
convenience. willing to complete the
• Anonymity of respondent is high. survey.
Source: Adapted from Odeh (2008:128)
This research will adopt a web-based survey which is increasing in popularity (Thompson 
and Surface, 2007). The benefits obtained from the adoption of web surveys have been 
discussed in the literature (refer to Table 5.1) such as: automated data entry, convenient 
access to large samples, faster response time, ability to tailor formats and low costs 
(Converse et al., 2008; Schillewaert and Meulemeester, 2005).
Close-ended questions help the respondents choose a single response among pre-determined 
alternatives that cover a wide range of possible responses (Sekaran, 2003). Although, they 
help the researcher to code the information easily for subsequent analysis, they do not allow 
the respondent to add any explanations to the given questions (Cohen et al., 2000). 
Therefore, open-ended questions allow the respondents to answer them in any way they
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choose by providing information which might not be captured with close-ended questions 
(Sekaran, 2003). However, they can be difficult to code and classify.
Based on the increasingly important role of surveys as a data collection method in operations 
management research and the previous discussion, this study will employ a web-based cross- 
sectional survey design to collect data firom customers, at the point of sale (i.e. when the 
customer attempts to make a hotel reservation), to understand the impact of RM pricing 
practices on their behavioural intentions towards the chain. The survey will consist of both 
close and open-ended questions.
5.4 Research Design
The suggested research design for this study is demonstrated below and a summary is 
presented in Figure 5.1. The research design consist of three stages: stage one refers to the 
interviews completed with the executives of Unidom Hotels, stage two denotes the online 
questionnaire administered on the website of the budget hotel chain, and stage three states the 
interviews carried out with a selection of customers who competed the questionnaire in stage 
two.
108
Chapter 5 
Figure 5.1
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managers at Head Office
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meetings and workshops
- Document analysis (internal and 
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&
Customers’ Perspectives on RM Practices
Web-based survey completed by 
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During the process of reviewing the literature, the researcher had gained and secured access 
to the hotel chain. This opportunity allowed the researcher to get acquainted with the hotel 
chain, to make initial contact with its employees at head office and to identify the hotel 
chain’s way of doing business. This stage involved talking with people in the hotel chain in 
order to determine the key players in the implementation of RM, observing the interactions 
among people, studying documents related to the implementation of RM and attending 
meetings in which agreements were made about different proposals such as training issues, 
implementation schedules and others. These discussions greatly contributed to an 
understanding of some of the issues regarding RM, and they clarified the research focus. 
Hence, this stage marked the start of the data collection in the form of documentation and 
observation, which at a later stage, was followed by a set of interviews.
5.4.1 Stage One of the Research
The aim of the first stage of the study is twofold. On the one hand, the study focuses on 
understanding the chain’s approach towards the implementation of a centralised revenue 
management system. On the other hand, this stage concentrates on exploring the impact of 
RM practices on the hotel chain’s customers from the managers’ perspectives.
5.4.1.1 Sample Selection and Gaining Access
Gaining and maintaining access into an organization appears to be a challenging task, 
especially when researchers aim at in-depth research, and particularly due to the sceptical 
attitude of organizations to the role of outsiders (Okumus et al., 2007).
For this research project, access was gained into the participant hotel chain through the 
support and guidance of the researcher’s first supervisor. He introduced the researcher to the 
Chief Executive Officer (CEO) of one of the leading UK budget hotel chain at a social 
gathering held at the University of Surrey. After sharing a few thoughts about the 
organisation’s performance and revenue management as a strategy to maximize profits, the
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CEO was interested in the research topic which resulted in offering the researcher access to 
the data at the budget hotel chain and financial assistance for the PhD course.
Thus, the Managing Director of this budget chain hotel was identified and approached first 
through the support of the researcher’s first supervisor who had good contacts with the 
executives of this hotel chain, and further by sending him a research proposal which 
explained the background of the research project, its aims, and its potential benefits if 
agreement to participate is reached. The issues of confidentiality, resource and time 
requirements were also explained. This information was forwarded to the Head of Revenue 
Management at the budget hotel chain who, at a later stage, became the gatekeeper. A 
preliminary meeting was held with the gatekeeper at head office aiming at establishing some 
areas of interest that would represent a case for research. Many follow-up emails were also 
exchanged, and further explanations were provided until final agreement was reached on the 
research topic that would benefit both the researcher and the hotel chain. It was also agreed 
that the organisation will receive details of the research findings and recommendations. For 
confidentiality purposes, the hotel chain will be referred to as Unidom Hotels and informants 
will be subsequently disguised in the thesis. The researcher maintained a good rapport with 
the managers and individuals at the budget hotel chain which resulted in a good collaboration 
between both parties. The gatekeeper, who played an important role in facilitating and 
maintaining access in the hotel chain, acknowledged potential informants to contact and 
interview, and through his support, an initial contact was established with those informants. 
Many of the informants provided detailed information and also suggested potential 
interviewees, relevant meetings to attend as well as documents for review. The researcher 
gave her assurance that the information provided would only be for research purposes. 
Having established parameters of anonymity and confidentiality, the researcher pursued the 
study with confidence.
While working on the main case study and collecting the data, contacts were made with 
another international full service hotel chain. However, the organisation was not able to 
participate in the research study even though they seemed very interested in the research
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topic, since their policies and procedures (as recommended by their legal department) did not 
allow sharing any customer information with outside parties even for research purposes.
Guerrier and Lockwood (1991:157) state that “any research study concerned with managers 
in the hospitality industry should start with an attempt to define the population from which a 
sample can be selected.” A non-probability sampling technique, known as judgemental 
sampling, was used to select the managers/interviewees at head-office. Judgemental 
sampling technique is obtained according to the discretion of the researcher who is familiar 
with the relevant characteristics of the population. Therefore, the population elements are 
purposely selected based on the researcher’s judgement or expertise about what constitutes a 
representative sample (McDaniel and Gates, 2007; Proctor, 2005; Malhotra and Birks, 2003). 
Judgemental sampling designs are often used when a limited number or category of people 
hold the information sought in the research (Sekaran, 2003). Sample selection criteria 
included managers in the revenue management and pricing department, managers from guest 
quality and insight department, as well as the project manager responsible for the 
implementation of the revenue management project. The sampling was determined with the 
assistance of the gate keeper who recognised that the selected interviewees have particular 
knowledge, experience and expertise that are of interest to the research study.
5.4.1.2 Data Collection Methods
The data collection methods completed for the first stage of the case study were interviews, 
observation and documentation, all considered appropriate methods to gain in-depth context 
specific information about the subject areas (Yin, 2003). The following sections evaluate 
each data collection method.
Semi-Structured Interviews
Face-to-face semi-structured interviews (nine in total; refer to Table 5.2) were carried out at 
the head office of the hotel budget chain. The respondents were initially approached via an 
email which informed them about the research topic by outlining its core objectives, the 
identity of the researcher and the supervisory institute, and a brief overview of the issues to
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be covered at the intervie’w. This method, used for the richness of responses it provides 
(Arksey and Knight, 1999), aims mainly at capturing, in the interviewees’ own words their 
thoughts, perceptions, feelings and experiences (Fraenkel and Wallen, 2005) and then 
investigates the similarities / distinctions between their real-life occurrences and theoretical 
concepts. Furthermore, the researcher was flexible to ask questions in no particular order 
which guaranteed the pertinence of respondents’ reply to the predetermined questions 
(Robson, 2002; Patton, 2002). Interviews are recorded using a digital tape recorder, 
transcribed (refer to Appendices B/C) and analyzed on the basis of a thematic analysis. This 
style of interview therefore ensures that the same basic lines of inquiry are pursued with each 
person interviewed, but there is some freedom to pursue new or unusual insights (Fontana 
and Frey, 2003; Patton, 2002). The interviews were conducted in the period of mid March to 
April 2008 mainly at the head office of Unidom Hotels, except one interview which was 
conducted at one of the chain’s hotels in London.
Table 5.2 Overview of the Top and Middle Managers Interviewed during Stage One
Management
Level Area Respondent Gender Background
Revenue
Management
Head of 
Revenue 
Management
Male
* 2.5 years with Unidom 
Hotels
* Previously held several 
roles at Thistle, Hilton, 
Holiday Inn and 
InterContinental
Senior Management
Customer Insight
Head of Guest 
and Quality 
Insight
Male
* 8 years with the 
conglomerate group
* Previously held 
managerial positions in the 
Wine industry.
Guest
Recommend 
and Insight 
Manager
Female
* Over 6 years with the 
conglomerate group
* Previously held the 
position of Customer 
Service Manager at this 
chain
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Customer
Service
Head of 
Customer 
Contact Centre
Female
* 20 years with the 
conglomerate owning group
* Held diverse positions at 
this group in the areas of 
service quality, customer 
service and call centre.
Business - IT ProjectManager Female
* 2.5 years with Unidom 
Hotels
* Previously worked in the 
sales department at 
InterContinental Hotels
Revenue
Manager
Automation
Female
* 2.5 years with Unidom 
Hotels
* Always worked in the 
hospitality industry
* Previously as a Revenue 
Manager at Hilton.
Middle
Management
Revenue
Management
Pricing
Manager Male
* 2.5 years with Unidom 
Hotels
* Previously, for 6 years, 
working at an airline 
organisation as Pricing 
Revenue Manager
Revenue 
Manager Key 
Cities
Male
* 2.4 years with Unidom 
Hotels
* Always worked in the 
hospitality industry
* Previously as National 
Revenue Manager at Folio 
Hotels.
Revenue
Support
Manager
Female
* 4.6 years with Unidom 
Hotels
* Held previously a sales 
position in this chain.
Source: Chain’s documents
Before each interview, the following aspects were discussed with the respondents such as: 
the agreement to take part in the research; the length of the interview; the anonymity of the 
data and the participant; the permission to tape-record, and a short overview of the main 
points to be raised. Interviewees were told when they would receive feedback generated 
from the study.
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After having conducted the first two interviews, questions were formulated more precisely, 
and the researcher increased the awareness of the significance of follow-up questions and 
tried to refrain from asking several questions at once.
Interview Guide
The qualitative research interview is not based on a formal schedule of questions to be asked 
word-for-word in a set order. Instead, it generally uses an interview guide,- listing topics 
which the interviewer should attempt to cover in the course of the interview and suggesting 
probes which may be used for follow-up responses and elicit greater detail from interviewees 
(Robson, 2002). Therefore, three interview guides (one for each department: revenue 
management, pricing, and guest insight) were designed and developed. The interview 
rationale (shown in Table 5.3) provides an overview of the core topics raised and their 
relevance to the study.
Table 5.3 Interview Rationale
Research Issue Questions Regarding Data likely to be obtained Relevance for study
Implementation 
of Revenue 
Management 
(RM) System
*Approach towards 
RM
* Approach towards 
RM implementation
*Yield culture 
* Organization structure 
*Measurement of RM
To Evaluate the 
implementation of RM
Pricing Strategies
* Approach to pricing
* Influence of event 
pricing on RM
* Success of pricing 
through RM
*Role of event pricing in RM 
performance
* Criteria to the establishment 
of pricing strategy
To evaluate the 
application of pricing 
strategies
Impact of RM
* Impact of RM on 
Customers, Employees 
and Sales
* Impact of RM 
implementation on 
competition
*Information on organizational 
structure
* Information on employee 
training and customer 
education
* Information on relationships 
with customers
To explore the extent 
to which RM has 
impacted customers’ 
loyalty and repurchase 
intentions
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Most interviews followed the same interview guide with some key questions as guidance and 
probes varied in each interview. The interview guide (shown in Appendix A) was divided 
into three main sections:
• Introduction: this section briefly introduced the research topic and the researcher’s 
background and aimed at establishing a comfortable environment, an informal 
atmosphere and trust. There were also questions about the interviewee’s background, 
role and experience.
• Main: this was the largest section as it includes questions about the implementation of 
RM, its impact on customers and employees, and the impact of RM pricing practices 
on customers. There were also probing questions enquiring about the preparation 
activities, communication methods, problems and difficulties faced during the 
implementation process.
• Final: this section mainly asked the informants whether they would like to add further 
comments related to the topic. It was hoped that issues that has not been covered 
during the interview could be echoed by the informants. In addition to that, 
informants were also asked to recommend other colleagues or documents relevant to 
the research topic.
Observation
Observation was not the primary data collection method due to limited time resources as 
observing the implementation of a revenue management system can take several months and 
observing the actual process would be impossible. This method gives an opportunity to 
compare the picture with interview findings. Nevertheless, it was anticipated that carrying 
out observation with specific departments would provide an opportunity to get close to the 
actual setting, and give context specific knowledge. Thus, when possible, the researcher 
assembled discreet observations during internal meetings. Moreover, she was invited to
attend sixteen workshops and meetings (refer to Appendix D) related to RM practices and the
\
impact of those on customers and took part as a participant-as-observer. The attendance at 
and participation in these meetings gave the chance to obtain first hand data from different 
managers’ concerns and interests during the process, especially between RM and Quality and 
Guest Insight departments. Furthermore, the researcher’s presence in these live decision­
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making activities helped her understand the importance of customers’ perception towards 
value for money and the impact of that on customers’ satisfaction and repurchase intentions.
Documentation
Documentary analysis was also chosen as another appropriate data collection method. 
Documents such as minutes of meetings, formal reports, manuals, memoranda, agendas, 
publications and others can provide crucial information to case studies as they cover a long 
span of time. It was believed that these documents would support and relate to the findings 
from interviews and observations and provide an opportunity to cross check the research 
findings. Organisation documents collected were organized in chronological order under two 
main headings: revenue management related and customers related, for later analysis. The 
details of all documentation were kept using a summary sheet (Appendix E) which records 
the name and type of the document.
Two important issues struck the researcher during the document collection stage: the 
bureaucratic obstacles and the employees being conservative in terms of providing 
organisation-related information. The researcher had to explain to different people at 
different levels of the hotel chain the purpose of the research study and the sponsorship 
gained from the CEO, which assisted in facilitating data gathering.
5.4.2 Stage Two of the Research
This second stage of the case study aimed to explore customers’ opinions and viewpoints 
towards revenue management pricing practices and the impact of these on their behavioural 
intentions. Furthermore, the study sought to identify customers’ decision-making priorities 
and the reasons beneath the priorities to explain why RM practices influence the relationship 
with customers.
The research design of the stage two within the case study framework consisted of a web- 
based survey administered on the budget hotel chain’s website (refer to Appendix F). The 
survey was carried out through carefully designed questionnaire, taking into consideration 
the objectives of the study, the target group and the gaps identified in the literature review.
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The importance and research implications of questionnaire development, sampling design, 
and data analysis are briefly discussed in the following sections.
Research Variables
This stage of the research design - exploratory research - aims at providing insights into and 
comprehension of a phenomenon or situation. It allows the researcher to explore the 
relationship between independent and dependent variables.
Perceived RM pricing practice will have a positive impact on behavioural intentions. The 
relationship between RM pricing practice perceptions and behavioural intentions is affected 
by the perceptions of both first user and regular customers of the chain, who have accepted, 
declined, or have been denied a reservation offer. A definition of the independent and 
dependent variables is provided below.
• Perceptions o f RM Pricing Practice
The practice of RM pricing, known as dynamic pricing, results in differences, between 
customers and across customer stays, in the room rates quoted for the same room type at the 
same hotel (Zhao and Zheng, 2000; Gallego and van Ryzin, 1994, among other researchers). 
These price inconsistencies result in fairness judgments. For many types of organisations, it 
is very important to know when people perceive prices and price changes to be fair. Several 
authors (such as Haws and Bearden, 2006; Choi and Mattila^ 2004; Kahneman et al., 1986b 
among others) have identified factors that regulate price perceptions such as reference price, 
price fairness, and price expectations.
• Behavioural Intentions
The negative/positive customer responses resulting from price fairness perceptions are 
translated into attitudinal and behavioural responses. Ajzen and Fishbein (1978) define 
behavioural intentions as people’s beliefs about what they intend to do in a certain situation. 
According to Zeithaml et al. (1996), behavioural intentions indicate whether customers will 
remain with or leave the organisation. The literature (such as Namkung and Jang, 2007; 
Campbell, 1999; Zeithaml et al., 1996) has identified certain behaviours pointing that
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customers are forging bonds with an organisation including saying positive things about the 
organisation to others, recommending the organisation to others, intending to repurchase the 
organisation’s products/services, and thus remaining loyal to the organisation.
Textual Research Questions
The textual research questions, presented below, offer an enhanced understanding of the 
relationship that exists among variables and reflect the dimensions of the constructs and the 
fit perspectives that need to be explored.
Links between Perceptions o f RM Pricing Practice and Behavioural Intentions 
Price plays an influencing role on customer behaviour, in the way customers perceive, assess 
and respond to price offers (Estelami and Maxwell, 2004). Therefore, RM pricing can be 
perceived as unfair. In addition, customers may be influenced not only by the price of a 
product/service at the time of choice, but also by what they have leamt about prices from 
previous experiences (i.e. reference price and expected price) (Kahneman et al., 1986a). 
Mathies and Gudergan (2007) studied the impact of customers’ exposure to a wide range of 
prices for the same product. They found that past and present prices affect customers’ 
choices in two ways: (1) memory of past prices and detection of current prices reflect that 
past and present prices affect reference prices information; (2) customers examine patterns in 
the conditions attached to past and present prices, and develop reference points regarding 
prices and restrictions attached to them. Moreover, as customers become more familiar with 
RM practices, their price expectations are altered and the perceptions of those practices as 
unfair lessen with time (Wirtz and Kimes, 2007).
Based on the empirical evidence cited earlier (also refer to chapter three), behavioural 
intentions represent an outcome of customers’ price fairness perceptions (Hwang and Wen, 
2009; Martin et al., 2009; Noone and Mount, 2008; Rohlfs and Kimes, 2007; Miao and 
Mattila, 2007; Wirtz and Kimes, 2007; Choi and Mattila, 2006; Haws and Bearden, 2006 
among others), leading to this generic research question (RQ):
RQl: Does favourable customer price fairness has a stronger positive impact on 
behavioural intentions, than price expectations?
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The intent of the following textual research question is to determine whether or not the 
dependent variable (behavioural intentions) of the customer segments: decline and deny is 
influenced by the independent variable (price fairness perceptions) as a result of not being 
able to successfully make a booking.
RQ2: Do the respondent groups - Decline and Deny - portray different patterns in 
terms of revenue management pricing practices and behavioural intentions?
5.4.2.1 Questionnaire Development and Variables Measurements
Data for the second stage of the study was collected via a self-completion web-based 
questionnaire, which was designed using the online software tool SurveyMonkey. The 
software was set to only allow one respondent per work station, and to avoid multiple entries 
by the same person. The web-based survey would appear as a pop-under to the chain’s 
website visitors. This approach was adopted as it is not-intrusive; the survey comes at the 
end of the visitors’ experience, allows them to complete their booking first, and then gives 
them the option to take the survey.
In conducting a questionnaire-based study, a number of considerations exist and include: 
review of the study’s objectives and research questions, general design, sequence of 
questions to avoid bias, pre-testing (to validate the questionnaire) and the method by which 
the questionnaire is administered (Hair et al., 2006). In developing the questionnaire, 
specific considerations were followed in terms of the language and wording of questions to 
ensure that they were clear and easy to understand. In order to achieve higher response rates, 
special attention was also given to the length of the questionnaire, its layout and format, 
ensuring that the language was vdthin the understanding of all visitors, and keeping in mind 
that it will be administered on the budget hotel chain’s website. Recall-dependent, 
ambiguous and leading questions are avoided and excluded as liable to bias and might cause 
confusion. The questionnaire has self directed instructions, so that the probability of the 
respondent needing clarifications would be eliminated. Along with the questionnaire, an 
introductory message presented the purpose of the study, kindly asking the respondents to
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contribute to the study’s completion, and assurances of anonymity and of the endorsement of 
the budget hotel chain to the university based researcher were provided.
The questionnaire (refer to Appendix F), which was developed largely based on the literature 
reviewed, consists of 16 questions made of multiple choices, Likert scale question, and 
Semantic Differential scale questioning. Open-ended and close-ended questions were 
employed as open-ended questions seek to explore the qualitative, in-depth aspects of a 
particular topic/issue. The researcher referred to adopting questions used in other 
questionnaires, adapting questions used in other questionnaires, and/or developing ovm 
questions (Bourque and Clark, 1994). Thus, the measurement of most of the variables relies 
on previous research identified in the literature review. Outlined below are the four major 
parts of the web-based survey and the measurements including variables, questions, scale and 
source:
Part 1: General Information
Respondents were required to state whether they have previously stayed at the budget hotel 
chain: “I have previously stayed at Unidom Hotels” {yes, no); provide the reason of their 
previous stays: “Please state the reason that best describes your stay(s) at Unidom Hotels” 
{business, leisure, business and leisure), and indicate the status of their booking: “Please 
describe your situation” {I have made a booking with Unidom Hotels (accept), I  have decided 
not to make a booking with Unidom Hotels on this occasion (decline), I  was unable to make a 
booking with Unidom Hotels, as my first choice o f hotel I  wanted to stay in was unavailable 
(denied)). The intent of the first two questions is to determine whether the firequency and 
reason of visits will impact the relationship between the perceived price and behavioural 
intentions. The third question aims at identifying and segmenting customers into their 
booking status (accept a reservation offer, decline a reservation offer, been denied a 
reservation request).
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Part 2: Price Perceptions
This part of the questionnaire contains the scale measuring price perceptions responses. Six 
items in the independent variable are reflected in customers’ status towards the booking as 
follows:
Accept: The first 3 items are formatted into a 5-point Semantic Differential type scale and the 
last item into a 5-point Likert type scale, requiring the respondents to rate a statement along a 
continuum.
• Price Expectations: This measure is captured using the following statement: “What 
do you think about the room price you paid for your room” {extremely lower than my 
expectations = 1 to extremely higher than my expectations = 5) adapted from the 
study of Choi and Mattila (2004) and Oh (2003). The intent of this question is to 
determine whether the current room rate met customers’ expectations.
• Reference Price: This item is captured using the statement: “How does this price 
compare with your previous stays at Unidom Hotels” {much more expensive = 1 to 
much cheaper = 5) adapted from Noone and Mattila’s (2009) study. The intent of this 
question is to measure the usage of reference prices when making brand choices, with 
customers relying on past prices as part of the reference price formation process.
• Price Fairness: This item is captured using the statement: “What is your opinion of 
the room price on this booking” {extremely unfair = 1 to extremely fair = 5) adapted 
from Campbell’s (1999) study. The intent of this question is to assess the perceived 
price fairness.
• Price Fluctuations: This measure is captured using the following statement: “Do the 
room rates charged on different stays with Unidom Hotels vary” {strongly disagree = 
1 to strongly agree = 5) adapted from the study of Wirtz and Kimes (2007). The 
intent of this question is to consider the exposure of customers to RM dynamic 
pricing.
Decline: Two items are constructed for this measure:
• “What is your main reason for deciding not to complete this booking at this moment 
in time” {price, no availability, others please specify).
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• “What you will do now” (/ will hook with Unidom Hotels at a later time, I  will book
with another hotel, I  will look at other hotel’s websites, I  will cancel my plans, I  have
not decided yet).
Denied: This measure comprises two items:
• “What you will do now” (/ will book with Unidom Hotels at a later time, I  will book
with another hotel, I  will look at other hotel’s websites, I  will cancel my plans, I  have
not decided yet).
• “If your choice of hotel was not available, an alternative should have been offered to 
you. Why was this not suitable” (price, hotel choice/facilities, distance, no alternative 
was shown, others please specify).
The items relating to the booking status ‘decline’ and ‘denied’ were developed by the 
researcher as the intent of those questions is to identify the reaction of customers who 
rejected a reservation offer or been denied a reservation request due to RM practices.
Part 3: Behavioural Intentions
This dependent variable is identified by using three items adapted from the study of Zeithaml 
et al. (1996): intention to repurchase, intention to recommend and intention to say positive 
things, all captured on a 5-point Semantic Differential type scale, requiring the respondents 
to rate a statement along a continuum. The aim of these items is to determine relationships 
between theoretically related constructs.
Intention to Repurchase: this item is captured using the statement: “Will you book at Unidom 
Hotels in the future” (extremely unlikely = 1 and extremely likely = 5).
Intention to Recommend: this item is captured using the statement: “Will you recommend 
Unidom Hotels to others” (extremely unlikely = 1 and extremely likely = 5).
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Intention to Say Positive things: this item is captured using the statement: “Will you say 
positive things about Unidom Hotels to others” {extremely unlikely = 1 and extremely likely = 
5).
For the purpose of conducting further analyses, the scores of the items composing the scale 
measuring behavioural intentions are summated to create a composite score. This technique 
is widely adopted when multi-item measurement scales are used.
Part 4: Demographic Profile
In the last part of the questionnaire, questions are designed to obtain the socio-demographic 
profile of respondents to identify characteristics such as gender and age. Moreover, a 
question prompts respondents to provide their email address, if they wish to participate in a 
further study. The answers to those questions follow a nominal scale. The intent of the first 
two questions is to determine whether the gender and age will impact the relationship 
between the perceived price and behavioural intentions.
S.4.2.2 Pilot Study of the Questionnaire
The questionnaire was pre-tested using a small sample of fifteen respondents (including some 
of head office executives from the budget hotel chain) to evaluate accuracy and consistency 
of responses (Cohen et al., 2000). This latter was achieved by verifying the wording 
correctness, testing the understanding of the questions, and checking the length of time taken 
to complete the questionnaire. Respondents not only completed the questionnaire, but were 
asked probing questions about every aspect of the instrument including instructions, scaling, 
overall style and format. The pre-test also ensured that each question is relevant, clearly 
worded and unambiguous to answer. As a result, some statements were refined and changes 
are incorporated in the final version of the questionnaire.
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S.4.2.3 Sampling Procedures
Sampling is the process of selecting a sufficient number of elements from the population to 
be involved in a study, to allow generalisation of the study’s characteristics to the entire 
population (Sekaran, 2003).
Sample Population
Population relates to the entire group of people, events or things of interest that a researcher 
wishes to investigate (Sekaran, 2003). It is a complete list of population members, 
organisations, individuals etc. (Saunders et al., 2007). The target population for stage two of 
this study represents the chain’s website visitors. It was noted from the chain’s documents 
that the year-to-February number of visitors to the chain’s website averages 5,467,739 and 
the average daily visits was recorded to 70,214 for the month of May, generating an average 
of 8,596 reservations per day.
Sample Size
There has been considerable debate over the convenient sample size to conduct tests of
statistical significance (Hair et al., 2006; Hinkin et al., 1997). Comrey and Lee (1992)
provide a guide on sample sizes of 50 as very poor, 100 as poor, 200 as fair, 300 as good,
500 as very good and 1000 as excellent. Nevertheless, Hinkin et al, (1997:108) believe that
all throughout the sampling process, a conservative approach should be adopted:
“As the number of items increases, it may be necessary to increase the number of 
respondents. As sample size increases, the likelihood of attaining statistical 
significance increases...”
In line with that. Hair et al. (2006) warn researchers that sample size may impact on a 
statistical test by either making it sensitive at small sample sizes or overly sensitive at very 
large sample sizes.
Given its nature, the study adopted a probability sampling procedure in the form of a simple 
random sampling technique, whereby each element has a known, equal probability of 
selection, and is selected independently of every other element. Based on the above
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considerations, a sample size of 300 is deemed appropriate for the study in order to reach 
trustworthy conclusions (Sekaran, 2003). Such a sample size enables the researcher to 
operate within the constraints of limited time and resources, whilst still yielding statistically 
valid conclusions.
The survey was administered to all visitors on the budget hotel chain’s website from teatime 
Wednesday 27^  ^May until around 11 am Thursday 28^  ^May, 2009. The survey was removed 
at this point in time, as the budget hotel chain experienced some feedback from customers 
who were concerned that the survey might not be genuine. Due to the high traffic on the 
budget hotel chain’s website, the questionnaire was completed by a total of 1,137 
respondents out of 2,490, yielding a response rate of 46%.
5.4.3 Stage three: Follow-up Study to the Survey
The follow-up study aims to explain further the quantitative findings, due to the limited 
scope of the data and flexibility of the responses that are collected from the web-based 
survey.
5.4.3.1 Sample Selection
A purposeful and self-selecting sampling refers to choosing interesting cases (Creswell, 
2003; Miles and Huberman, 1994), where the focus is on unusual or special cases relevant to 
the research problem and where key themes require in-depth understanding (Saunders et al., 
2007; Patton, 2002). To address specifically the fourth research objective, customers, with 
‘decline’ and ‘deny’ as booking status and who agreed to take part in a follow up study to the 
survey, were selected on the basis of their prominent behavioural intentions responses. Once 
the web-based survey was completed by customers, the decision to interview targeted all 
customers who declined a reservation offer, and who were denied a reservation request from 
the hotel chain, and was determined by the average score from the behavioural intentions 
measures. A customer was chosen when his/her score fell below 3 (i.e. extremely unlikely = 
1 and unlikely = 2).
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A total of 69 customers were purposefully contacted to confirm their willingness to 
participate in a follow-up study to the survey. 21 responses were received, out of which 16 
customers were keen to be involved in the qualitative study (they provided written consent), 
which represents a response rate of 23%.
5.4.3.2 Data Collection
The data collection method chosen for the completion of this stage was telephone interviews, 
which is discussed below.
Telephone Interviews
The literature suggests that the telephone interview is increasingly growing in popularity, 
thus being used as a legitimate research instrument, and is a versatile research method for 
data collection (Carr and Worth, 2001). Indeed, some studies compared telephone with face- 
to-face interviews and concluded that data produced from telephone interviews are 
comparable in quality to data collected from face-to-face interviews (Carr and Worth, 2001).
The rationale for using semi-structured telephone interviews was based on several factors. 
The method provided the ability to explore in-depth respondents’ perceptions and viewpoints 
on the impact of revenue management pricing practice on their behavioural intentions 
towards the case hotel chain. Thus, telephone interviews offer the opportunity to 
counterbalance inherent weaknesses in surveys. Moreover, it is a cost-effective method, 
which permits considerable flexibility to probe and pursue new insights, to elicit greater 
detail from respondents. In addition to that, it was not feasible for the researcher to travel to 
conduct interviews with individual respondents as a majority was located within four hours 
of Guildford and a minority abroad. Taped telephone interviews (following consent), 
conducted between October 29^ *^  and November 6^ ,^ 2009, enabled the researcher to respond 
directly to the respondent as her attention was not consumed by writing notes.
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Interview Guide
Most interviews followed the same interview guide (shown in Appendix B) with some key 
questions as guidance, and probes varied in each interview. In accordance with the research 
questions, the interview guide was carried out in three sections:
• Introduction: At the beginning of each telephone call, the researcher introduced 
herself, thanked the respondent for their participation in the study, and reminded them 
briefly of the research topic. The confidentiality issues were confirmed and 
permission to tape-record the telephone interview was granted.
• Main: An interview ‘question outline’ was used as a tentative structure. The initial 
questions were straightforward and simple, to help increase respondents’ sense of 
competence and to reduce any anxiety. These were followed by a set of questions 
focusing on respondents’ experiences of booking, dynamic pricing, availability, and 
on the impact of these experiences on their behavioural intentions.
• Final: Respondents were invited to provide further relevant information they believe 
could contribute to the research, which were not raised during the interview. The 
telephone interview ends by thanking the respondents for their time and contribution 
in the study. (
5.4.4 Data Analysis Methods
“The analysis of case study evidence is one of the least developed and most difficult aspects 
of doing case studies” (Yin, 2003:109). Indeed, there is no right way to analyze voluminous 
data. Yin (2003) argues that evidence should be dealt with fairly, persuasive analytical 
conclusions should be presented, and alternative interpretations should be discarded. This 
development of a methodical procedure can help to choose among techniques.
Stage One and Three of the Research
The analysis of qualitative data aims at recognizing connected themes and patterns, to 
determining relationships among those themes and patterns, and developing explanations for 
these relationships (Walsh, 2003). This section discusses the thematic method, which is 
adopted for the data analysis. Braun and Clarke (2006:81) assert that “through its theoretical
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freedom, thematic analysis provides a flexible and useful research tool, which can potentially 
provide a rich and detailed, yet complex, account of data.”
Thematic Analysis
Thematic analysis focuses on the identification of prominent or repeated themes revealed 
from summarizing the data that have been collected through different textual materials under 
thematic headings (Saunders et al., 2007; Dixon-Woods et al., 2005). It allows the 
recognition and examination of patterns (themes) within data. Braun and Clarke (2006:81) 
argue that “thematic analysis is not wedded to any pre-existing theoretical framework, and 
can be used within several theoretical frameworks to both reflect reality and unpick or 
unravel the surface of reality.” Thematic analysis combines a deductive and an inductive 
approach to qualitative analysis in the sense that themes can be found as a pattern in the data, 
generated from raw information, derived from theory or prior research (Braun and Clarke, 
2006). This approach also helps to select key themes to explore, and to identify emergent 
issues that arise through the process of data collection and analysis that the researcher did not 
intend to focus on (King, 2004).
Thematic analysis is a flexible method, and can generate unanticipated insights (Braun and 
Clarke, 2006). However, it can be criticized for the lack of clarity about what exactly 
thematic analysis involves. Indeed, there is insufficient literature that outlines the pragmatic 
process of thematic analysis. Further, the process of selecting themes is not clearly 
described, for instance: according to which criteria, weight or frequency etc (Dixon-Woods et 
al., 2005).
Analysis involves a constant moving backwards and forwards between transcripts, memos, 
notes i.e. the entire data set, the coded extracts of data and the analysis of the data. 
Therefore, analysis is a recursive process rather than linear. The thematic analysis method 
used in this study is developed by Braun and Clarke (2006). The strength of this approach is 
that it is based on a systematic and disciplined procedure which allows the researcher to 
reconsider and rework her ideas. The approach comprises of six stages, as portrayed below. 
Although described separately, the processes are highly interlinked.
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Familiarizing with data: the process of familiarization already starts during the interviews. 
The researcher becomes accustomed with the data, by listening to the interviews, reading 
through the transcripts and analysing the notes. The purpose of this stage is to obtain a 
feeling and an overview of the richness and variety of data. Key ideas and recurrent themes 
are listed.
Generating initial codes: this stage consists of the creation of primary codes from the data. 
The process of coding helps to organize the data into meaningful groups. A thematic map is 
produced in order to provide a general and complete concept interpretation of the data 
patterns and relationships that exist between them.
Searching for themes: this stage refocuses the examination of the data at a holistic level, that 
of themes rather than codes. It consists of classifying the codes into potential themes. In 
essence, the researcher is considering the possibility that the range of codes may join to 
develop an over-arching theme, based on the relevance and important of issues.
Reviewing themes: this stage involves two levels of reviewing the themes; on the one hand, 
the researcher has to study all the citations for each theme and decide whether they outline a 
consistent pattern. On the other hand, the researcher considers the strength and soundness of 
individual themes compared with the data set, and also whether the thematic map precisely 
suggests the connotations apparent in the data set as a whole. This process ends with 
defining and naming themes.
Producing the report: stage six comprises of the analysis and write up of the report in which 
associations between themes are presented and explanations for the findings are provided. 
During this stage, the researcher compares and contrasts the views of the respondents and 
compares them with findings in the literature. Further, the researcher looks for patterns and 
connections in the answers given by the respondents.
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This approach provides the flexibility to adjust the approach to different situations. It is well- 
established for analyzing qualitative data and, has been widely adopted in different 
disciplines of the social sciences.
Data Analysis: Stage One and Three
Data analysis is described as working with data, breaking it down, synthesizing it, and 
searching for patterns, connection, similarities or contradictions. The analysis of the data 
started while the researcher was still in the phase of conducting interviews. The thematic 
analysis is applied in this research as it provides systematic and rigorous ways of searching 
for different types of texts and recurrent themes (Dixon-Woods et al., 2005).
The researcher familiarized herself with the data by transcribing all interviews, listening to 
the tapes and reading through the notes, documents and transcripts, highlighting and making 
notes against the recurring themes and issues. At this stage, some key themes were already 
listed and some thoughts emerged. Main themes and key issues, relevant for answering the 
research questions, were derived. The analysis involved indexing the transcript data, in 
forms of abbreviations written on the margins. Therefore, the data were rearranged 
according to the themes. Finally, the researcher started mapping and interpreting the data 
and compared them across respondents. When the researcher did systematically start to 
distinguish themes across the respondents’ answers, considerable similarities between their 
approaches began to emerge. As number of themes, concepts and relationships yielded, it 
was necessary to compare them with extant literature. Thus, connections between the 
respondents’ answers and the literature were identifled. Enfolding the literature involved 
asking what were the similarities and the contradictions and why those appeared. The 
identifled similarities and contradictions were written down and connected to each other as to 
generate a theoretical outline of the connections across the categories.
Stage Two of the Research
The data analysis consists of a flve-part process, as portrayed in Table 5.4, and each part is 
discussed in the following section.
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Table 5.4 Outline of the Parts in the Analysis
Research Strategy and Design
a^rts Description
l" Part Profile of Respondents
Sample characteristics
2”“ Part DescriptiveAnalysis
Mean scores, standard deviations of the scale items, and 
normality test.
Checking the overall quality and representativeness of the data 
(ANOVA).
3"‘‘Part
Textual
Research
Questions
Testing
Creating a correlation matrix to assess the inter-relationship 
between price perceptions and the dependent measures 
(behavioural intentions).
4"’ Part Post-HocAnalyses
Post-Hoc analyses using Chi-square cross tabulation and t- 
tests to test the relationship between one or more variables.
Part 1 -  Profile of Respondents
The first part depicts survey respondents using charts and tables, in terms of their 
demographic characteristics (gender, age) and their visit behaviour (purpose of visit, 
frequency of visits). The purpose is to understand characteristics of the sample.
Part 2 - Descriptive Analysis
The second part aims at obtaining a synopsis of the study variables by computing frequency 
counts, percentages, mean scores and standard deviations. Manipulation checks using the 
analysis of variance (ANOVA) were completed to evaluate the overall quality and 
representativeness of the data. Differences between the three customer segments are 
examined using the F-statistic. Larger F-statistic indicates significant differences between 
the groups. Internal consistency of the measurement scales of behavioural intentions were 
assessed using Cronbach’s alpha coefficient, at a minimum threshold level of 0.70 (Hair et 
al., 2006).
Part 3 -  Textual Research Questions Testing
In order to test the research questions, a correlation analysis will be performed on the 
summated measures of the dependent variable (behavioural intentions) and the single-items 
measures of the independent variable (price fairness perceptions and price expectations).
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Correlation, computed using the correlation coefficient r, is the basis of many multivariate 
analyses (Hair et al., 2006) and aims at measuring the strength of the relationship among the 
variables. Indeed, an implicit assumption of all multivariate techniques is linearity and is 
based on correlation measures of association (Hair et al., 2006). The correlation coefficient 
ranges between -1.00 to +1.00, with zero representing absolutely no association between two 
variables. Larger correlation coefficients indicate stronger levels of association between the 
variables. Moreover, correlation coefficients can be either positive or negative; where a 
positive correlation coefficient between a variable and another denotes that increases in the 
value of one variable is associated with increases in the value of the other, and vice versa 
(Hair et al., 2006).
Part 4: Post-Hoc Analysis
Post-Hoc tests were performed on the data using chi-square cross tabulation test and t-tests 
based on the structure and design of the survey questions. Since nominal data lend 
themselves to analysis with nonparametric methods such as chi-square (%2), this statistic was 
employed to check for associations between two variables. Therefore, chi-square cross 
tabulation is an effective test for studying the strength of relationship between the 
independent and dependent variables using a set of frequencies (Carver and Nash, 2005).
To address specifically the fifth research objective, the chi-square cross tabulation test was 
used to determine the statistical significance at nominal level of each variable to the outcome 
(reasons why the two respondent segments (who have declined and have been denied a 
reservation offer) could not successfully make a booking, and impact of these on their 
behavioural intentions towards the chain). Chi-square (%2) test can also indicate whether or 
not the observed pattern is due to chance (Sekaran, 2003).
Independent samples t-test was performed to compare the mean scores of two groups. In this 
research, t-test identifies differences between customers’ gender. The value of eta  ^ (n^ ) 
represents the size of the main effect of the behavioural intentions dimension on male and 
female customers. A higher value of eta  ^ indicates a stronger relationship between the 
variables and the group.
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Data Analysis for Stage Two
The Statistical Program for the Social Science (SPSS) version 14.0 was used to analyse the 
completed questionnaires and test the model through the use of multivariate data analysis 
techniques. The results of the analysis are presented in chapter seven.
This research employs several quantitative analysis techniques in reference to the data 
collected which range from:
• Descriptive analysis to get a general overview of the variables by computing 
frequency counts, percentages, mean scores and standard deviations statistics
• Analysis of variance (ANOVA) will also be performed.
• Exploration of the data (through graphical representation).
• Examining correlations between price perceptions and behavioural intentions to
establish if and how variables were related.
• Post-Hoc analyses in terms of chi-square cross tabulation tests and independent
sample t-tests.
5.5 Conclusion
This chapter identifies the key social science research influences, which have directed this 
study. With the original research aim and objectives in mind, it demonstrates:
• Pragmatist philosophy
• One exploratory single case study in a leading UK budget hotel chain
• Data gathered within the organisation through nine semi-structured interviews with 
executives, observations and document analysis.
• Data also gathered from 1,137 customers through a web-based survey, which was 
followed by 16 semi-structured telephone interviews.
• Qualitative data adopted a thematic analysis and quantitative data analysed through 
SPSS.
Chapter six and seven will evaluate the findings from the study, with the use of the 
theoretical key issues and themes developed in chapters two and three.
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Chapter 6 
Chain’s Approach to and Implementation of RM, and 
Managers’ Perspectives on Customers
6.0 Introduction
This chapter presents what Wolcott (1994) described as the “analysis” phase of the research 
process. In the analysis stage, the researcher attempts to go beyond the raw data by making 
“a systematic effort to identify key factors and the relationships among them” (Wolcott, 
1994:10). The information presented in this chapter includes direct quotations, excerpts from 
documents, and citations from relevant secondary data. The main purpose of this study was 
to examine the implementation of a centralised hotel revenue management system and 
explore the impact of RM pricing practices on customers’ behavioural intentions from the 
managers’ perspective. Thus, the analysis of the findings places emphasis on this aspect. 
The chapter concludes by summarizing the overall key findings emerging from this stage of 
the case study. In this study, the researcher organised data analysis according to the 
functionalities of the conceptual model of hotel revenue management system, developed and 
discussed in chapter two. Background information of the participant hotel chain and the 
respondents is also provided.
6.1 Background to the Participant Hotel Chain and Respondents
To preserve anonymity, the authentic name of the case study hotel chain will remain 
anonymous; therefore it will be referred to as Unidom Hotels. The participant hotel group is 
a publicly quoted organisation and its head office is based in the UK, with several hotels 
around the country. Recently, the conglomerate group has also announced the launch of the 
Unidom Hotels brand internationally.
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Unidom Hotels owns hotels and undertakes franchise agreements. As illustrated in Table 
6.1, the organisation has over 500 hotels in the UK, and a further 20 hotel units under 
development in the Gulf Region and Asia.
Table 6.1 Portfolio of Unidom Hotels
Hotels Currently in UK & Ireland Hotels
UK (divided in 28 macro geographic 
clusters, comprising between 5 to 20 
sites within each cluster) 518
Ireland
Hotels Opening in 2008 and 2009
UAE 3
Oman 2
India 1
Future Target Locations
Bahrain 1
Kuwait 1
KSA . 3
Oman 1
Qatar 1
UAE 3
India 19
Future Hotel Locations in 2033
Moon Unknown
Source: Chain’s documents and news publications
Unidom Hotels has pursued the business model of low cost carriers (LOG), which have and 
are still reshaping the competitive environment, as discussed in chapter four. Before 
reviewing the features that Unidom Hotels adopted from the business model of LCCs, Table 
6.2 shows the generic operational characteristics to the budget hotel concept identified in 
chapter four in Table 4.6 and applies them to Unidom Hotels specifically.
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Table 6.2 Operational Characteristics of Budget Hotels and Unidom Hotels
Operational Characteristics 1 2 3 4 5 6 7 8 9 10 Unidom
Hotels
Easily accessible (located alongside 
major road networks with some in city 
centres)
X X X X X X X
Extensive geographic coverage of the 
hotel network
X X
Standardised unit construction and 
guest bedroom layout
X.
X
X X X X. X
Modem design and construction X X X X
Low construction and operational costs X X X
Small size ranging from 50 to 150 
guest rooms
X X X
Strongly branded product X X X
Minimum range of facilities (no extra 
amenities, catering provided by an 
adjacent food operation)
X X X X X X
Simple mode of operations and 
atmosphere
X X
Low staff levels X X
Centralised reservations system X X X
Fixed, or only promotionally variable, 
room rates (low tariffs stmcture than 
industry norms)
X X X X X X
Good/High value for money X X X X X
Service quality X X X
Added services beyond a continental 
breakfast
X
Limited exercise facility X
Meeting room X X
Source: Adapted from: Lee (1984); Bale (1984); Roper and Carmouche (1989); Senior and Morphew 
(1990);  ^Gilbert and Lockwood (1990);  ^Fiorentino (1995); ’ Johnson and Clifton (1996); * Imrie and Fyall 
(2001);  ^Brotherton (2004); Hinton (2008), and Chain’s documents.
As illustrated in Table 6.2, Unidom Hotels incorporate most of the generic operational 
characteristics identified above, except for the exercise facility and the additional services
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beyond a continental breakfast, which have not yet been offered at its hotel units. Their 
property sizes vary and exceed 150 guest rooms, especially in key cities where demand is 
excessive.
The operational characteristics adopted from the business model of LCCs (Hunter, 2006; 
Alamdari and Fagan, 2005; O’Connell and Williams, 2001) relevant to the budget hotel 
sector and specifically to Unidom Hotels are examined below.
• Simplicity: comparable to the LOG, Unidom Hotels consists of a standardised room 
type product with no frills. Indeed, customers have to pay for amenities.
• LOG have been recognised for their low fares which sparked their success. Unidom 
Hotels has adopted the low rates model, however departed from the fixed rate strategy 
to embrace a dynamic rate structure based on customers’ willingness to pay, and 
demand and supply.
• Growth outside the local market: as Table 6.1 depicts, Unidom Hotels is launching an 
expansion programme in the Gulf region and Asia.
• Segmentation: similar to the LGG, Unidom Hotels’ mix of customers comprises 60% 
leisure and 40% business.
• Direct booking via the Unidom Hotels’ website accounts for 50% of all bookings. 
This strategy is also found in LGG as to avoid paying fees and commissions to travel 
agents and other reservations systems.
• Brand is becoming increasingly important as a means of product and service 
differentiation (Gilbert et al., 2001). Akin to the LGG, Unidom Hotels is building 
brand recognition to compete in a competitive environment through the launching of 
a recent advertising campaign.
Unidom Hotels has successfully followed the business model of low cost carriers, and has 
taken momentum recently at the time when full service hotels have shown serious signs of 
stress, due to changes in the market conditions and the economic climate.
The findings of the interviews are structured based on the revised conceptual model of hotel 
revenue management system, as identified in chapter two (Figure 2.2, p.26); the decision
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system refers to the strategic and operational, and the decision support system consists of 
human support, technology and the information system. The chapter concludes with 
emerging topics that were raised during the interviews.
The following section will describe the implementation approach of a centralised revenue 
management system, as adopted by Unidom Hotels. Interviews were conducted with nine 
managers at the corporate level of the, budget hotel chain. Table 5.1 in the previous chapter 
has presented an overview of the managers who participated in stage one of the study.
6.2 The Decision System
The importance of implementing a centralised revenue management (RM) system at Unidom 
Hotels was given high priority and commitment among directors and head office executives 
as it would help improve the chain’s overall revenue and profitability. Indeed, both the Head 
of Revenue Management and the Revenue Automation Manager stated that this project 
would be the key driver to increase occupancy, revenue, profits and therefore shareholder’s 
value for the chain:
“ ...revenue management is one o f the three top projects and has the highest status o f  
any project. So we have a 100% commitment behind the roll out o f revenue 
management into the 200 hotels (pilot)... The increase since we started revenue 
management is 2% ... (when comparing) those who are on revenue management 
system versus those who are not. ”
(Head of Revenue Management)
All respondents agreed on the significance of the chain’s approach and management 
commitment towards the implementation of the RM system. The Project Manager referred to 
this commitment:
“... They want to see it happen. I  think it’s quite an interesting proposition to he part 
o f a project where... we haven’t finished the pilot yet they are asking so when are the 
201st sites going live. So they are very keen. ”
This management commitment played a crucial role in assisting the RM department at head 
office to implement the system throughout all properties.
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While explaining further why the hotel chain needed this new initiative, many interviewees 
often referred to the previous practice of managing yield. Before the revenue management 
system was implemented, there had been a consistent and organisation-wide uniform 
approach to managing revenue and occupancy by using manual systems while being over- 
restrictive to the inventory. For instance, the RM team at head office were using excel 
spreadsheets in order to forecast occupancy and rates. They would restrict bookings for one 
night and prefer to allow reservations for two nights and above. Indeed, once the RM system 
was deployed in 2007, they noticed that it had fewer controls and recommended some one 
night stays.
When explaining how the RM system was initiated, only a few interviewees referred back to 
the late 1990s when a similar project was tested and piloted in 43 hotel units and then an 
additional 9 units within the hotel chain. However, due to the inefficient and ineffective 
communication between the RM and IT teams, the project was interrupted and the project 
team was disbanded:
“...we started in 2000 thinking about RM and went through IDeaS pilot that was 
basically flawed for a number o f different reasons not necessarily because o f the 
system itself but the way the pilot was managed and wasn’t managed effectively. It 
wasn’t a joint business and IT project. It was kind o f business driven and IT were 
bought in the last minute, so we didn ’t really get full benefit. ”
(Project Manager)
"... We have implemented IDeaS, but I  think the implementation was very different to 
this time around. There was no buy in from the organisation, and it really came from 
head office perspective, so you had the revenue manager at the time than just not 
getting any buy in at all, that included IT as well, so there was no development done 
on the property management system, so we just bought IDeaS literally off the shelf... ”
(Revenue Automation Manager)
Respondents expected that the revenue management system would effectively manage the 
revenue, book more customers in over less popular nights, reduce marginal costs, and 
improve the occupancy and length of stay (LOS) of hotel units in a more professional and 
effective way. The project was initiated in order to manage hotel capacity and manipulate 
demand by applying pricing and LOS restriction controls. Indeed, the Head of Revenue
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Management states that “this new tool better positions us to fully optimize the value o f our 
properties, while its statistical reports offer crucial business insights. ” Consequently, a new
RM team was recruited and formed at head office to deploy the new RM project:
"... The restructure at head office has helped; actually having a revenue team 
whereas before, I  think it was like two or three people that just did ad hoc kind o f RM  
in terms o f length o f stay... What has really helped was getting a whole team in place: 
having a RM department and having people look after pricing, look after RM from 
the key sites point o f view has really helped change the perceptions. ”
(Revenue Support Manager)
The RM system is managed centrally at head office with only one property self-managed, 
this being the Heathrow hotel due to its different operational model in terms of segmentation 
and distribution. The revenue management team centrally monitors each hotel’s revenue and 
occupancy figures as well as requests for LOS restrictions and event pricing (EP - whereby 
the hotel organisation applies a premium over and above their regular selling price tied to a 
particular event e.g. The Boat Show). The revenue management team works closely with 
each hotel unit to load accurately and efficiently rates; manage availability and restriction 
controls; and other relevant information communicated by the property’s general managers. 
The Customer Contact Centre Team provides central sales for all Unidom Hotels. It does not 
only increase the cross-selling opportunity, but it can also be perceived as an extended 
customer care programme since it saves callers ringing around individual hotel units. The 
Quality and Guest Insight Team is responsible for ensuring that customers’ satisfaction and 
perceptions for value-for-money are maintained at an adequate level. Figure 6.1 displays the 
organisational structure of the RM team within the Marketing department.
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Figure 6.1 Organizational Structure of the Team
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Source: Chain’s documents
The budget hotel chain grouped all its hotel units within 28 clusters (which represent 
geographic areas across the UK) and assigned an area manager to assist with the system 
implementation and execution of RM practices among other responsibilities. The 
supervision and synergy communicated by an area manager among all hotel units within 
his/her cluster was seen as crucial in the budget hotel chain business model.
Several interviewees stated that the implementation of the current RM system had frightened 
many employees and managers in hotel units as those who worked on the first RM trial had a 
very technical approach and head office executives did not clarify to them how it was going 
to help the chain, the hotel units and the employees. Indeed, the Revenue Automation 
Manager describes the employees’ and managers’ perceptions as follows: “the minute you 
said automated revenue, everyone was like “Oh! That means you are taking my control 
away, so we ’re not going to have any say”. ” Therefore, the implementation of the new RM 
system was reconsidered and was identified as an important business initiative, which lead to 
the deployment of several measures to increase acceptance as discussed later in this chapter.
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6.2.1 The Strategic and Operational Decision-Making
The strategic and operational decision-making describes the decisions made by the central 
RM team at head office concerning RM practices. These are reviewed below.
Revenue Management Approach
RM at Unidom Hotels was clearly defined as a business practice that seeks to maximise 
revenues by the effective management of pricing strategies and inventory management. 
Several elements contribute to the RM process and include:
• . Data collection -  historical data recorded on customers’ booking patterns, channels
and reservations details, among many others and stored in the PMS (Bart). This data 
is imperative for setting RM strategies, particularly in terms of forecasting future 
demand and revenue.
• Information analysis -  data placed in the RM system by central RM team related to 
various influential factors such as market segmentation, economic conditions, 
seasonal trends, pick-up models (replacing the local events as it appeared impossible 
to link events to the 500+ hotel units) among others. These factors affect the 
accuracy of the forecast preparation to better predict demand.
• Operational decisions -  open/close rate availability, change pick-up models, decide 
on overbooking levels, set length of stay restrictions, among many others assisted 
central RM team in their decisions to the hotel units. However, it is worth noting that 
central RM team did not allow the system to nm entirely independently, but 
monitored closely its recommendations.
• Data existed about denials and declines, which were identified, but surprisingly were 
not analysed and followed up until recently (June 2009). Indeed, a survey conducted 
by the Guest and Quality Insight department was sent to customers who used to stay 
at the hotel chain in the past 2 years, but have not stayed in the last six months, and 
have used another budget chain, and customers who did not used the hotel chain, but 
not rejecters, as have used another budget chain. This research assisted the budget 
hotel chain in identifying potential unconstrained demand on the market, which is 
crucial information in forecasting accurately future demand.
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• Automated RM -  Data upload from the PMS to the RM system and vice-versa. The 
upload is managed by the central RM team who looks daily into “Mimi’s” 
recommendations for the next 14 days (short lead time), and verifies whether they 
match the data in the PMS before allowing the upload to take place.
The RM strategy practiced by Unidom Hotels is best explained by the Head of Revenue 
Management:
“We practice a peak day revenue management strategy, so that we maximize the high 
demand for the peak nights while restricting them as well to compensate for the low 
shoulder nights. That fundamentally brings us an increase o f about 10% to 15% by 
doing that strategy around peak day management. ”
Unidom Hotels practice RM by applying LOS restrictions in order to increase their shoulder 
nights (refers to a low occupancy time period foimd between two higher occupancy time 
periods), and by applying event pricing (EP-whereby the hotel organisation applies a 
premium over and above their regular selling price tied to a particular event) (6 bands: £15, 
£20, £25, £30, £35 and £40) to maximize revenues.
Selling strategies are increasingly determined by property general managers and lead 
receptionists, who propose their strategy to a revenue management analyst from the central 
RM team at head office. The general managers maintain a constant communication with the 
central RM team as the team can assistance them reach their target. Therefore, the autonomy 
of each hotel unit is not removed, and RM strategies decisions are entirely made by general 
managers or lead receptionists.
Table 6.3 illustrates the implementation activities of the RM system among the hotel units.
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Table 6.3 Key Implementation Activities of the RM System in Unidom Hotels
Date Implementation Activities
2006 Implementation of new RM system (software)
Pilot sample: Central RM team to manage 200 hotels and new openings
2007 Mimi distribution of hotels:
200 hotels currently under Mimi and Central RM team 
100 hotels under Central RM team 
100 hotels moving from site managed to Central RM team 
120 hotels self-managed
2008 - 2009 Roll out of “Mimi” to all remaining hotels (300+)
Source: Adapted from interviews and chain’s documents.
The selection of the 200 pilot hotel units was done carefully and purposefully allowing the 
choice of hotels from different locations whether in key cities such as London and 
Manchester or from urban areas. The reason for the latter was hotels located in key cities 
were influential and strong within the organisation (achieving high occupancy and average 
room rates) and therefore implementing RM system in these hotels only would not reveal the 
outcome expected from the system. The Project Manager explained how the pilot hotel units 
were chosen:
“We were quite lucky about doing a pilot for 200 sites, we were given a great 
opportunity to get a really good cross reference o f hotels: we got low occupancy 
hotels, medium, to very high occupancy hotels, small hotels, medium, big hotels, city 
centre hotels, we have road side hotels, mixture between franchised units, units 
managed by the hotel chain etc... it took a long time to get the right mix o f hotels as 
part o f the pilot... ”
Despite the smooth operation of the RM system implementation, London piloted hotels 
presented a few problems once the system went live. According to the Revenue Manager 
Key Cities, “Mimi” did not understand the pattern of high demand for key sites such as 
Manchester, London or Edinburgh and deleted all LOS restrictions already put in place. This 
meant an increase in shoulder nights and one night-stay customers as well as a corresponding 
increase in laundry, housekeeping and check in costs. In order to lessen the damages already 
accumulated, the central RM team at head office applied a manual control to reassign LOS
145
Chapter 6 Chain’s Approach to and Implementation o f RM,
and Managers ' Perspectives on Customers
restrictions to the hotel units where the problem occurred. They then reviewed the issue with 
the RM system provider.
Pricing Strategy
Unidom Hotels believed in the adoption of a simple, clear and transparent approach to setting 
and communicating prices to their customers. Accordingly, simple and consistent pricing 
will remain a key element of their strategy without discoimting the inventory that remains 
unsold. The fixed pricing strategy is enhanced where applicable by midweek / weekend 
price differential and a choice of four seasonal periods, as explained by the Pricing Manager: 
“it is a fixed pricing strategy with seasonality and midweek/weekend split. ” This enables the 
opportunity to maximise periods of high demand. Further, this fixed pricing strategy is 
flexible to allow the application of a premium when demand is high. The Project Manager 
describes the latter:
“I  think we have got the right attitude in terms o f fixed pricing hut giving such 
flexibility where the demand is really high and strong that we are still competitive 
within the market by applying event pricing. ”
The concept of EP was successfully piloted in December 2005, with a complete rollout of the 
strategy in the financial year 2006/07, and according to the chain delivered an additional £9m 
of event pricing premium in 2007 (chain’s documents). Even though the chain has tripled its 
revenues, the Pricing Manager states that “it is quite a big growth but... minimal in 
comparison to the percentage o f our overall total revenues as an organisation which is 
mostly based on our core price rates. ”
The Head of Revenue Management refers to this pricing strategy as the differential variable
pricing, which is at the contrary considered as a form of dynamically pricing the inventory.
Consequently, the Head of Revenue Management perceives dynamic pricing as:
“Proactively deal with competition at each and every point along the booking curve 
to maximise both occupancy and average room rate, leading to an optimal revenue 
per available room performance. ”
Therefore, the managers at Unidom Hotels are still investigating the implementation of 
dynamic pricing, and consider this strategy as extremely complex to implement.
146
Chapter 6 Chain’s Approach to and Implementation o f RM,
and M anagers’Perspectives on Customers
Critically, most customers, unless actively bargain hunting, will accept suggested prices from 
the first point of contact (either through the website, the customer contact centre, or at the 
hotel unit level) if they are perceived as fair. The interviews revealed that customers 
recognise the rationale for location-specific pricing and also accept EP which according to 
the Head of Revenue Management is “the one ability we have to maximize revenue. ” 
Moreover, the Pricing Manager states that EP was the only vague area in their pricing 
strategy, but still ''our competitors triple their rates or quadruple their rates... we have a 
fixed premium which we can go to, which ensures that we still remain value for money 
compared to some o f our competitors. ”
Hotels units were managing EP with the Pricing Manager and/or the central RM team, and
managers and employees grasped the concept even though a few expressed their concern
towards the impact EP will have on their regular customers:
“I  think people understand event pricing a bit better, so before it was a bit scary to 
apply event pricing since they wouldn ‘t know how it would affect their regulars... But 
it helped to instil in people’s mind... It is better now for people understanding more 
about RevPar, not just kind o f looking at occupancy and average room rate. ”
(Revenue Support Manager)
Indeed, a number of researches have been conducted recently by the Guest and Quality 
Insight department, in order to evaluate customers’ value-for-money perceptions in relation 
to the pricing strategies implemented by the budget hotel chain. Thus, results of these 
researches are shared among the central RM team to take corrective actions, when necessary.
Not surprisingly, hotel units in key cities welcomed the EP strategy and indeed the Project
Manager confirms the latter and states:
“...the challenge has been in London where there has been a bit offocus on event 
pricing. That has all stopped now and the Pricing Manager has put a firm hand on it. 
There needs to be some integrity around event pricing. The London hotels are trying 
to use event pricing to dynamically price the hotel. And that is taking that little bit 
step too far. ” •
In addition, the Revenue Support Manager noticed a change in the booking pace at Heathrow 
Hotel where “last minute booking has increased. I  think definitely this is because o f pricing. ”
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In order to remain competitive on the market, head office executives have introduced
quarterly pricing reviews which will ensure all hotel units are appropriately priced for the
market and competition throughout the four seasons. Moreover, a pricing tool was launched
to help the hotel chain monitor the appropriateness of its hotel units pricing against the top
seven branded UK competitors. This tool provided them with a detailed understanding of
their price positioning against their key competitors. Further, the Pricing Manager monitors
customers’ comments in regards to pricing through the Guest Recommend Survey (which is
a survey sent to customers within three days of checking out from a hotel unit and seeks to
assess customers’ stay at the budget hotel chain in terms of pricing, value for money, and
many others) in order to ensure that the customer is satisfied and does not feel ripped off:
“It is important for me to keep an eye on what the customer says; it is very easy to get 
driven by numbers... Generally speaking, value for money normally goes from 
excellent to good, never from excellent to poor, that’s the majority o f times. ”
In the Guest Recommend system, Unidom Hotels have a robust measurement tool to monitor 
their customers’ view of the chain’s value for money proposition which allows them to gauge 
the impact of their pricing strategy (including event pricing) on their customers. This tool is 
available to all sites and is updated monthly.
Many informants believed that Unidom Hotels has to be aware of the need to update 
constantly the RM system in order to maintain its competitive advantage. Indeed, the 
Revenue Support Manager states that "it is almost as i f  we are learning from the competition 
and taking the best part o f it, not making the same mistakes they have... But I  think that there 
are some strong things about the brand... we don’t discount... we don’t sell at low rate. ” 
Most respondents believed that if they started discounting, potential customers are almost 
expectant of getting a cheaper rate again and again. Whereas if they build up and have a base 
rate all the time, it works much better.
Restriction Controls
According to the Project Manager and the Revenue Manager Key Cities, one of the biggest 
fears when “Mimi” was introduced was the risk that the organisation would get more
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restrictions in length of stays which might alienate its customers, whereas “Mimi” had far 
less controls:
“I  think it is interesting when bringing Mimi in, what we are actually seeing is some 
o f the controls lessen further out... Actually now Mimi is saying that in order to fd l 
your hotel, you do need some one night stays because you ’II never get to fd l it 
otherwise. ”
(Project Manager)
Even though Unidom Hotels have LOS restrictions, customers can still shorten their stay 
upon check in free of charge. From the interviews and chain documents, it appears that the 
percentage of “savvy” customers playing around the system is minimal. Indeed, the Pricing 
Manager confirms that “even our clients who amend their length o f stay upon check-in do 
not represent a high percentage; it is very very minimal, around 2% i f  not less. ”
The Project Manager mentioned that there are two ways in which the above is measured in
order to keep track and act accordingly. The chain measures those customers that amend
their booking before arrival, and those who amend their reservation upon check-in. The
Project Manager expressed that there might be a possibility of applying a policy around the
LOS restrictions recommended by “Mimi”:
“I  think one o f the things we might well go down the route o f is we should apply those 
kind o f minimum for those events where absolutely you need to get those two nights... 
The only way to get around the flexibility in our policy is to have specific event breaks 
that are minimum length o f stay that are set within the system. ”
Many respondents referred to the “Good Night Guarantee” as a satisfaction guarantee which 
ensures customer lifetime preference; launched by the chain in 2001, it aims at refunding the 
custorner his/her room price if not satisfied with the product/service delivered. Interviewees 
agreed that they have had a limited number of customers who abused the programme, 
whereby a customer gets his/her money back if he/she did not spend a good night. It is vital 
to recognize that refimds represent an investment in customer’s loyalty and not a cost.
Measurement of RM’s Performance
Employees across the group bought in to the idea of a RM system especially when they 
realized the benefits the pilot hotel units were getting from it. Indeed, seven reports were
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made available for employees from the RM system to assess their site’s performance. The 
Head of Revenue Management affirms that "in terms o f what it (report) has been given us, 
it’s been very good; obviously it is only as good as what you use it and getting the people to 
use it... We are obviously moving the culture o f the business to become more reliant on self- 
generating reports. ”
Since the Heathrow Hotel had a different business mix and pricing strategy, its RM
measurement is also very specific, as described by the Revenue Support Manager:
“I  guess for here it is very specific, because obviously, I  do all the manual RM 
tracking, so we always do like the weekly revenue and sales meetings, and report 
back to the team and staffs on that, how we have done against forecasting and 
budget, selling X  amount o f rooms with EP, delivered X  revenue. ”
As for the remaining hotel units, the Head of Revenue Management identifies two measures 
for RM implementation’s success and performance. In fact, he says "we measure purely by
(1) LOS increase and (2) occupancy increase against those hotels we aren’t revenue 
managing... And as long as we show an increase, then we can prove that RM is having an 
effect on occupancy and LOS for the better. ” In line with that, the Head of Revenue 
Management indicated that they designed control and feedback mechanisms in order to 
examine the evolution and outcomes of the RM system. In this context, a benefits analysis 
focus group was created “...to make sure that we were checking that the Mimi hotels were 
out-performing the non-Mimi and also sort o f getting our money worthwhile out o f the RM 
system... ” (Revenue Automation Manager). Few respondents informed the researcher that 
the best criteria to measure RM is currently the monthly benefits analysis report which was 
formed to track the growth in occupancy, length of stay, event pricing premiums, average 
room rate, and overrides by measuring comparable hotel units. It is worth noting the 
decline/denied demand is not measured at Unidom Hotels.
Findings firom the “Mimi” stage review meeting (chain’s documents) reveal that Unidom 
Hotels have identified key successes in the implementation of RM which was completed by 
the end of February 2008 with 200 piloted hotels going live on “Mimi”. Reports were 
developed to measure “Mimi” performance by occupancy, RevPar, average room rate, LOS
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and others as showed in Table 6.4. Other reports were also developed to assess value-for- 
money scores and competitor benchmarking.
Table 6.4 Benefit Analysis Report
Week
Period
Week
Period
Trial to Date
1 YOY variance
ARR i 
N otional
S ite
O verrides12 O cc % T otal LOS ARR Yield LOS A m ends
MIMI vs Manual 1.8% 8.08 0.02 0.87 0.1% 0.7% 0.3%
MIMI vs Manual 1.8% 0.08 0.02 0.87 0.1% 0.7% 0.3%
MIMI vs Manual 1.7% 0.05 0.97 1.50 -0.6% 0.5% 0.1%
Source: Chain’s documents
The table above compares hotels using the RM system “Mimi” versus hotels using the 
manual system and verifies whether “Mimi” hotels were out-performing non-“Mimi” hotels. 
In period 12, which corresponds to the last piloted period before the remaining hotels 
implemented “Mimi”, all measures (such as occupancy, ARR, RevPar, Yield) reported 
growing and rising positive figures.
It is worth noting that the budget hotel chain carried on a “Mimi” stage review meeting 
before deploying the system into the remaining hotel units. This review aimed at building on 
the success of the pilot and identifying what had worked well, and what opportunities there 
were to do things differently, and commencing the planning for the rollout project in the 
remaining hotel units. Such practice resulted in achievements and potential improvements on 
the RM project, which are identified as follows:
(1) It appears that communication and business change management for the rollout of the 
300+ hotels had to be enhanced in terms of managing customers and employees’ 
perceptions, providing detailed communication on the progress of the project, and 
deciding on training timeliness.
(2) It seems that head office executives were not clear about the purpose of the focus 
group roles and responsibilities and requested a simple organization; and
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(3) There is a need to improve the relationship with the RM software supplier by getting 
them involved in the benefit analysis accountability issues.
Concerning the impact of RM on sales, the Revenue Manager Key Cities reveals that 
applying EP as a RM decision influenced them massively: “I f  you look two and half years 
ago, we didn’t really do any... Last year, we had five million; this year we are going to do 
about nine million in terms o f incremental revenue... we have got a lot more aggressive in 
our prices at the moment. ” It seems that event pricing have given Unidom Hotels a lot of 
scope to maximize their peak demand days and hotels appear to be more and more proficient 
in applying it.
Support and Feedback
RM team managers, who were appointed to share their best practice, experience and 
knowledge regarding RM across sites, were also assisting the Revenue Manager Key Cities 
in the deployment of the RM healthcheck audit at hotel units in order to assess their 
performance in terms of growth in RevPar. The healthcheck aimed at allowing hotels to 
practice RM in a “smart way” by identifying opportunities of how to increase rate, 
occupancy and RevPar; how well a hotel knows its market, its competitors and consequently 
can develop the best strategy.
Further, head office executives provided feedback, on the adoption of an EP premium, to
hotel units highlighting their individual performance in comparison with their competitive
set; according to the Revenue Support Manager, executives illustrated the overall incremental
revenue EP has delivered to the hotel unit and the chain:
"... /  think it is working well, since it is almost a backup o f information saying'what 
you are doing is correct. ”
Another feedback, in the form of an automatic email alerter, was created to assist central RM 
team in checking a hotel’s increase in demand (i.e. occupancy) for a specific day and the 
availability or unavailability of controls (i.e. length of stay restrictions and pricing) by 
flagging that day. This email alert allows the team to better manage RM practices.
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The following section will shed light on the overall strategic direction of the participant hotel 
group, in terms of the decision support system that aided the implementation of a centralised 
RM system.
6.3 The Decision Support System
The chain has adopted several strategies in order to ensure an optimal implementation 
procedure. These are discussed below.
Yield Culture
A main requirement of the RM system was to embrace a yield culture at corporate, regional 
and unit levels. There was resistance at first in Unidom Hotels from some employees, as 
described by the Head of Revenue Management “they were very nervous at first in terms o f 
changing from a manual to an automatic system; however, we did a huge amount o f activity 
around educating and teaching people. ”
Indeed, head office executives attempted to develop an identity around the RM system, 
which they named “Mimi”, aiming at creating a bond and an affinity between the employees 
and the RM system. Head office executives believed that people would relate to an entity 
rather than a system:
"... Mimi as a personality, as an entity in her own right... she is the invisible team 
member... she is the person who works with the hotels, with the GMs, with the central 
RM team, she is one o f the team now, and it is not just about another system... ”
(Project Manager)
Moreover, several respondents mentioned the importance of “talk lines”, particularly formed 
for LOS restrictions and pricing controls. The talk lines, which are identified as scenarios or 
scripts, allowed employees to “understand how they can explain to a customer why he/she 
can stay Friday and Saturday but cannot just stay on Saturday. ” Whereas in the past, 
reservations and sales employees had only been there to take bookings and respond to 
enquiries, they now needed to learn to negotiate and say no.
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Inter-Department Cooperation
By involving employees from different functional areas responsible in a way for the 
implementation of RM and exploiting the existing know-how within the chain, head office 
executives believed this strategy would assist reducing employee’s resistance and ensuring a 
high credibility behind this involvement. The latter led to the formation of several focus 
groups (see Table 6.5). These focus groups aimed at ensuring that the RM implementation 
throughout its phases (from pilot to final phase) was properly communicated to employees, 
monitored for future improvements and RM practices were conveyed to customers in a 
transparent manner. Each focus group encompassed up to six employees from head office 
and hotel units.
“ ...we decided on six focus groups so we’ll get buy in from the entire organization 
but also we’ll be more structured as to how we are going to look at the benefit 
analysis and the impact it was going to have on guests and on Bart (name given to 
the property management system) for example. ”
(Revenue Automation Manager) .
Table 6.5 Focus Groups Aims
Focus Groups Aim
Guest Impact • Champion guest (push back to the business)
• Measure impact
• Make sure customer really understand it -  ORC, Guest Relations,
online panel/focus groups (with customers)
• Continue openness and honesty (live brand values)
Benefit Analysis • Managing business expectations of Mimi’s capabilities around
RM
• Defining today’s objectives vs. post trial rollout
• Identifying how to communicate results to business
• Defining level of involvement in different segments of estate
Communication • Procurement of information related to RM project
• Publishing RM news in the “InnBrief ’ newsletter
• Development of online trainings.
Training • Development of workshops, e-leaming, revenue game, power 
point presentations and talk lines.
Process Change • Learning from pilot phase
• What needs to be changed and how do we communicate it to
businesses
• Improvements and impacts of Bart and Mimi’s interaction with
each other.
• Feedback from business on areas for improvements.
Project Dynamo • Implementation of dynamic pricing.
Source: adapted from interviews and chain’s documents
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At head office, the Project Manager worked closely with the Revenue Automation Manager 
to ensure that the RM system was consistent and working well with the requirements of the 
RM team. Through this direct involvement, managers and employees gained a better 
understanding of RM’s goals and aims, and a yield culture was embraced within the 
organisation.
"... With Mimi it has been great, due to the different focus groups and everyone has 
been involvedfrom operational to head officeP
(Revenue Support Manager)
Communication
As employees were threatened by the failure of the previously implemented RM system, the
head office adopted a positive approach towards the implementation of the new RM system.
RM team at head office emphasised oh the fact they do not intend to take away control from
the managers at the property level; however, they aimed at assisting them in optimizing their
inventory and pricing strategies. Indeed, the manager in charge of RM at a hotel unit would
pass on, to the revenue analyst at head office, his/her LOS restrictions and event pricing
premium for a defined period of time. This practice can be done as many times as necessaiy.
The Revenue Automation Manager describes the situation below:
“...we are here to support the team and the biggest thing we 've ever said during this 
whole implementation, we are there to support you: you know your business best, you 
know what’s happening around you, you know your markets, we are here to take 
some o f that load off you, to put in the restrictions, to look at your availability, to look 
at your events... and Mimi is another support tool to help us get more savvy... ”
It also appears from the interview findings that head office executives were listening and
acting according to the comments and advices given by the general managers (GM) and the
area managers as confirmed by the Project Manager:
“We need to obviously make sure that we are maintaining Mimi and any query that 
we ’re getting from GMs that we are actually following those through. ”
Furthermore, it was recognized that the members of the RM team were quite optimistic about 
the system and its advantages for hotel units and, therefore the central RM team at head 
office appeared to have communicated the system with great enthusiasm, raising people’s 
expectations. In line with that, the Revenue Support Manager stated “from the beginning
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they explained what the system will do, getting everyone involved and getting feedback and 
seeing how it will work for the business before just launching it. That has been really 
positive!' It was necessary to sell the project to everyone at the organisation.
The Head of Revenue Management also mentioned the close communication that took place 
before and after the “Go Live” of RM implementation on the piloted hotel units “we also had 
regular communication leading up to the go live all the way, from three emails before, plus a 
huge amount o f leaflets and invitations etc as to when you are going on it and a call to the 
site ... just to say we know you’ve gone live is everything ok etc. ”
However, there were also a number of criticisms around the communication activities during 
the RM system implementation. For example, some interviewees stated that there have been 
very limited opportunities for discussion and participation from the hotels not included in the 
pilot study. Whilst each hotel unit received a monthly newsletter where information on the 
RM system was included, employees at properties not part of the pilot were not easily able to 
grasp the principles and concepts of RM.
Training and Development
A training team was created at head office to assist the chain’s RM practices and related 
system implementation, and ensure the effective manoeuvre of standard procedures. Head 
office executives believed the understanding of the RM concept among front office 
employees and general managers resulted mainly from the trainings offered. Much effort 
was put into training and other preparation activities such as workshops, a revenue game, RM 
healthchecks held at hotel units and communication through emails and a weekly newsletter 
called “InnBrief ’ to enhance employees’ understanding of revenue management principles 
and therefore the implementation of the RM system. As the Revenue Support Manager 
stated:
“I  think with all the e-learning and understanding o f what Mimi and revenue 
management are about, it has made employees more aware o f how the business 
works, and gave them more kind o f an interest in how the business works. ”
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In explaining the importance of workshops and other trainings, the Head of Revenue
Management commented "there has been a huge change embracing revenue management so
the culture has improved in the last year, through the efforts the team has gone through to
change the culture and embrace revenue management'. It was also emphasised by the Head
of Revenue Management that a number of training sessions around RM and “Mimi” updates
were distributed to the entire chain at area meetings. In addition, regular onsite RM training
around reports were also scheduled. Further, general managers, lead receptionists and some
front office employees from each hotel unit taking part in the pilot were required to attend
seven e-leaming training sessions which covered basic RM principles to how it works within
Unidom Hotels. This further facilitated understanding of the practice. Moreover, the
adoption of hypothetical reservation scenarios and the reflection on the revenues achieved
from both the RM system and traditional management decisions were considered as highly
viable; hence the development of a “revenue game” that was launched in workshops where
teams competed among each others to facilitate the understanding of how RM benefits hotel
units. The latter clarified RM’s principles, concepts and aims:
“...we also actually developed a revenue management game... it has been a brilliant 
tool for people to understand how revenue management can help a business make 
more money, and how over-restricting can make less money, how you need to 
combine overbooking and revenue management controls, length o f stay controls to 
actually maximize your revenue. ” .
(Project Manager)
‘RM healthcheck’, which was initially launched between December 2006 and March 2007 at 
25 hotel units in key cities, corresponds to an advanced checklist; a quick, concise review of 
the main revenue and sales areas of a hotel unit; and a test of how well general managers and 
lead receptionists know their hotel, its market, and its competitors. Thus, it represents an 
interactive, paper-free guide to best practice, allowing managers and employees to identify 
the best revenue management strategy to employ at the hotel to grow rate, occupancy and 
revenue per available room (RevPAR). It was found to be vital to determine the success of 
the application of RM practices. Indeed, the Revenue Manager Key Cities stated that “more 
and more people wanted help and involvement. ”
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Moreover, it was also recognized by head office executives at the “Mimi” stage review 
meeting that the presence of a revenue analyst from central RM team in workshops and 
trainings was highly appreciated by employees as real life examples were discussed, which 
facilitates the understanding of the system. This comment was taken into consideration for 
the Phase Two of the implementation of the RM system to all remaining properties (300+ 
hotel units).
A shortcoming faced by head office executives was employees’ low adoption rate in 
reviewing the e-leaming sessions about RM principles which was not made compulsory 
except for General Managers and lead receptionists. As a result, head office executives 
reconsidered making the e-learning sessions obligatory.
From interviews and observations, it was recognised that there were variation in hotels’
capabilities and skills in revenue management practices. For instance, hotels in key cities
had witnessed either competitors or other hotels using the system and were ready to embark
on it as soon as possible. The Revenue Manager Key Cities touched on this issue: "they
(managers in key cities) understand the formulas, they are familiar with RevPar, and they
know how to move away from occupancy models." Moreover, in key cities such as London
or Manchester, there was dedicated staff (i.e. GM and Front Office manager) who could
specifically focus on RM practices. In those hotels, although the system provided
recommendations and support, the role of the managers and employees was still important in
evaluating the recommendations. In smaller hotels (especially where hotels were built as an
extension of a restaurant) front office employees seemed to perform the entire RM functions
but with less knowledge and interaction with the central RM team at head office:
“When you communicate revenue management to them in terms o f how they revenue 
manage their restaurant, they begin to appreciate and understand... we always 
compare the airline model, whereas with a chain like Unidom Hotels, which has a 
rich F&B culture, it helps from my point o f view, when you compare it to how our 
restaurant managers revenue manage their outlet, you begin to resonate with some o f  
GMs. ”
(Revenue Manager Key Cities)
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Amongst the relevant concerns forwarded was the necessity to convey a positive view of the 
RM project to customers. Relevant managers and employees in hotel units had been clearly 
briefed about, and prepared for, explaining the inferences of the new RM strategy and 
restrictions/controls to customers and handling their complaints through the initiation of “talk 
lines.”
Since the implementation of the RM system and practices, there appeared more of a RM 
culture within the business. Revenue Support Manager stated that “the culture has changed 
a lot... I  don’t think a lot ofpeople knew i f  we did do revenue management; they just thought 
we did restrictions not knowing that it is a form o f revenue management but not in its whole 
capacity. ” Therefore, the ongoing training sessions alongside other communication activities 
were seen as essential tools to adopt a yield culture within Unidom Hotels.
Technology Requirements
As the RM implementation project was of major significance to the chain, the Project 
Manager indicated that adequate software had to be put in place for storing and sorting data 
in order to ensure that the system would provide the chain with the paramount 
recommendations. Therefore, an IT (information technology) development team was 
responsible for system installation, upgrade and integration. In addition to that, they had to 
upgrade their property management system (PMS) (which they named “Bart”) to allow an 
interface with the RM system (i.e. “Mimi”). Indeed, the Revenue Automation Manager 
stated "...a lot o f investment was made in upgrading Bart, so that it can support Mimi and 
vice-versa." Nonetheless, successful RM practices were not acquired solely on the reliance 
of complex software applications. Despite these upgrades, the Project Managers confirmed 
that “one reason why the project is being so successful is the streamline linking o f the two 
systems (meaning PMS and RM). And also the upload that we have available. ”
Moreover, the development of MIS (management information system) provided centralised 
reporting, and ad hoc reports to support business decisions about RM. The initiation of the 
MIS helped identify issues, without extensive manual resources to gather spreadsheets and 
reports. Figure 6.2 illustrates the MIS dimensional model.
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Figure 6.2 MIS Dimensional Model
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The MIS dimensional model incorporated features from both the RM and PMS systems to 
allow the identification of key concerns such as the lost revenue opportunity based on an 
inaccurate forecasting, the financial benefits generated from the RM practices, the optimal 
hotel capacity in the future, the demand forecasting based on business on the books (BOB), 
the competitors’ pricing information, among many others. These are all represented under 
Demand Analysis in the revised conceptual model on hotel revenue management system. 
Even though Unidom Hotels track the denials and declines in their PMS system, these figures 
are not incorporated in the forecasting analyses, as mentioned by few managers during the 
interviews.
Reservations
Unidom Hotels leverage and promote cross-selling centrally and across its hotel units. The 
budget chain holds strong beliefs about offering something if a customer wishes to stay at 
their properties. Thus, the reservations system and the website are set up to suggest and offer 
alternative hotel choices within 50 to 60 miles from the customer’s initial destination which
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is not available. As mentioned by the Head of Customer Contact Centre, this practice is 
highly appreciated by their customers.
Perceptions of Customers’ Behavioural Intentions
Several managers were sceptical about both the RM system’s capability of delivering the 
expected revenues and profits and the impact of the practices on customers’ retentions, 
repurchase intentions and perceptions of value-for-money. In contrast, many executives 
were keen on deploying the system. There were mixed responses as to whether the 
implementation of the RM system would improve management practices within the chain.
Even though the outcomes and implications of the pilot RM project were obvious, customers’ 
reactions to this strategy were still unknown. Indeed, as to how customers reacted to, or 
would react to the RM project, there were mixed feelings amongst respondents. One group 
of respondents clearly supported this initiative and claimed that as in the case of the airline 
industry, customers in the hotel industry would learn and adapt to this new way of working. 
Indeed, the Pricing Manager stated that “it is only a matter o f re-education for them 
(customers). " Several respondents argued that many of their clients already knew the 
practice and understood it since it was adopted by other hotel chains. However, another 
group of respondents were concerned about this new approach and they argued that it could 
damage the relationship between the hotel units and their customers especially when research 
into customers’ perceptions towards RM practices was lacking, in their view, within the 
chain. The Head of Quality and Guest Insight affirmed that “there has been an impact, but 
we haven Y done research to quantify that. ” She commented that in the Guest Recommend 
Survey, a drop in satisfaction and value for money was noticed especially in periods where 
few hotels in key cities started applying EP inappropriately.
Despite the mixed feelings, several respondents described the general attitude of customers
towards the implementation of the RM system and its restrictions and recommendations as 
not affecting the behaviour of their existing loyal customers. In general, head office 
executives felt a positive attitude from customers. The Head of Revenue Management 
argued that RM has delivered “2% increase in sales and very little effect on customer
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perception ” since customers will still pay the best value in the market place. This is only the 
perspective of head office executives and there is no evidence to support such views.
In terms of the impact that event pricing has had on customers, the Revenue Support 
Manager stated:
"... From my point o f view from this site, we have had very minimal complaints sort 
o f negative feedback about it... The customers luckily experienced it with competitors 
before they experienced it with us and they became used to that kind o f pricing 
strategy before they came to us. ”
She inferred that Unidom Hotels would have potentially lost customers to the competition 
since the latter practices a low base pricing strategy (can be as low as £9 to £19 per room per 
night - that increases in response to changes in supply and demand), attracting the early 
bookers and price sensitive customers.
The Head of Customer Contact Centre stated that very few customer complaints about the
application of EP and LOS restrictions have been received and affirmed:
“It has been minimal... I  don’t think it has driven a huge number ofpeople away from 
us because we are still such a good value... I  guess on principle we’ve lost a few 
customers, and when I  say a few, I  mean a few. ”
The Head of Revenue Management supported the above mentioned statement and asserted:
“I  think that there will be an element o f some people leaving... Whilst we event price, 
other companies are using dynamic pricing. They (competitors) don’t put an event on; 
they just change their price dynamically. So we instruct our hotels that while you put an 
event price, but make sure you are competitive in the market place, so we do have a hand 
in that. ”
However, it appears that even though EP has impacted value-for-money, other factors found
in the Guest Recommend survey demonstrate a concern to the chain, as stated by the Head of
Revenue Management:
“Whilst we are concerned about it (EP), we have other areas that have been affected 
worse; for us they are more important, not to mitigate any importance away from 
customer impact, but we have other areas that are performing poorer, and that has more 
o f an importance that we do need to be aware of. ”
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The Project Manager stated that the ''brilliant thing'' about Unidom Hotels is the fact that
they have such a huge geographical coverage to allow a cross-sell elsewhere when customers
do not find availability at their first choice hotel location. Hence, overbooking is practiced in
order to decrease the threat of losing customers to the competition. In line with that, the
Head of Customer Contact Centre confirmed:
“On average, just under 20% o f the bookings that we make centrally are transferred 
from the requested property to another one (üue to unavailability at first choice 
hotel/.. /  think the vast majority are very regular and they appreciate, understand 
how busy we are and how full we are most o f the time... But i f  you phoned up to book 
a bedroom, we think that the least we can do is to offer you something. ”
Even though head office executives are aware that RM decisions so far have had a very 
minimal impact on customers, they believe that they will evaluate their strategy if their 
reports begin to suggest otherwise.
The chain’s documents reveal that research was undertaken after the completion of the pilot 
study (i.e. as of May 2009) by the Quality and Guest Insight Team, to assess the perceptions 
of customers on the implementation of revenue management practices, and comprised of: 
questionnaires, customer reviews, and social media feedback.
Some emerging areas resulted from the interviewees, and they are discussed in the following 
section.
6.4 Emerging Topics
Throughout the course of the interviews, new insights emerged as a result of the flexible 
structure of the interview design, such as distribution channels and dynamic pricing. These 
are discussed below.
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Third Party Distribution Channels
Unidom Hotels’ strategy excluded discounting prices and working with distribution channels.
However, it appeared that a few hotels did have their inventory distributed on third party
channels; a tactic not aligned with the chain’s strategy, as it involves discounts.
“... We don’t pay commission, we don’t distribute from the GDS (global distribution 
system), we only have a very limited amount o f third party interaction, actually under 
1% o f our overall revenue. ”
(Head of Revenue Management)
“Because historically, only this site has discounted and used various rates whereas 
the other hotels tend to have a rack rate and the only way that they revenue manage 
is through length o f stay restrictions
(Revenue Support Manager)
As confirmed by the Revenue Support Manager, third party distribution channels drove a lot 
of business to the Heathrow Hotel specifically, primarily on weekends. This is the reason 
why this hotel unit decided to sell some of its inventory on third party distribution channels, 
in order to drive occupancy where demand is not necessarily excessive. In addition, when 
demand for the discounted rate has reached its ceiling, this discounted rate will be no longer 
be available and only rack rates will be sold to the remaining available rooms. It appears 
from the interviews that some hotel units were left with no choice but to sell inventory 
through third party channels since their contracted corporate business accounts specifically 
requested booking rooms through third party channels.
Although the chain maintained its strategy of selling its inventory primarily through its 
website and customer call centre, head office executives started to monitor hotel units and 
their activities through a report that illustrated the amount spent on commissions to third 
party channels, to minimise pricing discounts and commissions. The Revenue Manager Key 
Cities states:
We are looking at third party channels to work with, hotels that should be and 
hotels that shouldn’t be on those channels... And in the middle o f that obviously, 
distribution has been a real sticky point, so the whole distribution strategy, when it 
comes to leisure business, working with GDS, it is not really set anywhere. ”
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Conversely, the chain is interested in distributing its inventory on third party channels and is
considering this route. In fact, head office executives have invited short-listed online travel
agency companies to explore the opportunity to develop a distribution strategy. The Pricing
Manager provides his opinion on the aim of working with distribution channels and says:
“My understanding o f the introduction o f distribution channels is purely weekends, it 
is to try and boost Fridays and Sundays nights... My view is that the UK market is 
probably saturated as much demand as we might get... We would like to branch out 
to different markets. This is why we are thinking about distribution channels to drive 
more business outside o f the UK. ”
It appears that Unidom Hotels is amending its strategy towards selling its inventory through 
online travel agencies and global distribution channels and paying commissions. The Head 
of Revenue Management stated that the chain is considering marketing its entire inventory 
via these channels in return for an agreed guaranteed minimum volume of business.
Dynamic Pricing
As mentioned previously, managers at Unidom Hotels believe that they are not adopting a 
dynamic pricing strategy, even though a number of different flexible prices (i.e. midweek, 
weekend, seasonal and events pricing) are adopted by the budget hotel chain as price 
adjustments to maximise profits at a price the customer is willing to pay. Indeed, dynamic 
pricing, as defined in chapter two, denotes that price changes are made based on the 
differences in customers, product, transaction, and competitors. Unidom Hotels does not 
amend its prices based on customers’ purpose of visit (i.e. business or leisure); however, its 
prices vary based on hotels’ location (i.e. cities or provinces). Further, the few hotel units 
currently selling part of their inventory on third party distribution channels are offering 
different prices than those quoted on the website or via the Customer Call Centre. Moreover, 
in order to remain competitive on the market, a pricing tool was launched to help the hotel 
budget chain monitor the appropriateness of its hotel units pricing against the top seven 
branded UK competitors. This tool provided them with a detailed understanding of their 
price positioning against their key competitors. This indicates that Unidom Hotels are 
already practicing dynamic pricing, even though they do not recognise this fact.
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Several respondents confirmed that the chain will investigate the opportunities which 
dynamic pricing (DP) may deliver. As reflected in the chain’s documents, a fixed pricing 
strategy is limited, has exhausted occupancy, and has saturated revenue opportunities, which 
in turn encourages event pricing profiteering. In line with that, the Pricing Manager 
confirmed that “there is nothing there saying “no don’t do it (DP), hold back”, and that’s 
quite refreshing to know before you embark on the long journey. I  think there are some plans 
to get dynamic pricing running on some properties before all estates get Mimi on board 
because o f time. "
While Unidom Hotels’ fixed price approach is a key element of their current strategy and has 
served them well over recent years, they are the only major player to price this way. In the 
wider travel and hospitality sectors, dynamically pricing to reflect changes in consumer 
demand is very much the norm. Indeed, their key competitors are already applying dynamic 
pricing and it seems firom the interview findings that a lot of competitor research has been 
undertaken to identify how those competitors are varying their prices. The Pricing Manager, 
for example, was undertaking online price shopping practices of the main competitors, for 
specific dates of the week, in order to work out a pricing ladder for the budget hotel chain. 
Both the Pricing Manager and the Project Manager confirmed that “we will have a ceiling 
and a floor price. ”
When asked about the impact dynamic pricing might have on customers’ behavioural
intentions towards the chain, the Pricing Manager responded:
“I  don’t know how the customer will feel i f  we move to a dynamic pricing structure. 
My background (previously held the position of Pricing Manager at British Airlines^ 
says it won’t make much o f a difference, in my opinion. We need research on that to 
back it up. They seem to have taken on board event pricing very well and there is not 
been much negative feedback as much as expected... As long as we have those fixed 
premium and we don’t go dynamically mad, I  don’t really think we will see a big 
impact. We should keep on balancing the value for money. ”
The Project Manager confirms the expectancy of a low impact on customers since they are 
the last to implement dynamic pricing hence customers have already experienced it with 
other hotel chains. She stated:
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“ Whatever dynamic pricing route we go down we will not be ripping the guest off, 
we won’t be ranging our prices from nine pounds to 200pounds for the same hotel 
room... we won’t be changing our prices to extremes because we have a great 
product. ”
It appears that big cities such as London, Manchester and Bristol are looking forward to the 
implementation of dynamic pricing since they currently try to find an event to justify the 
application of EP. The Project Manager suggests that it will be interesting if “we can have a 
more dynamic approach that allows those rates to flex not specifically to an event but more 
to the demand o f a hotel but again within very pre-defined limits. ” Consistent with the latter, 
the Manager Key Cities and the Pricing Manager mentioned the possibility and opportunity 
to explore distressed (lower) rates on shoulder nights in order to stimulate demand, whereas 
currently the main discussions around RM pricing strategies lie on increasing rates on peak 
demand nights.
The budget hotel chain appeared to have implemented RM at a later stage when compared to 
its competitors. The reason was explained by the Pricing Manager who asserted that the 
organisation is generating a lot of profits whereas competitors were forced into RM since 
they needed to drive up rates and/or occupancy.
Many respondents agreed that Unidom Hotels must ensure that their pricing strategy remains 
optimal as the competitive market environment develops, and continues to deliver premium 
profits for the business. In their opinion, the chain will therefore consider whether a move to 
a more dynamic model would deliver a higher return, while maintaining guest satisfaction. 
According to the Revenue Manager Key Cities, the chain has spoken to several external 
consultants and been advised that they should implement dynamic pricing first before 
considering third party distribution channels.
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6.5 Conclusion
This chapter presented the research findings emerging from the investigation of the 
implementation of a centralised RM system and its impact on customers’ behavioural 
• intentions from the managers’ perspective at Unidom Hotels. The organisation believed that 
by implementing the RM system, it could overcome the limitations of previous approaches to 
managing revenue and occupancy manually. However, developing a yield culture and 
implementing a centralized RM system was contextually a challenging task.
Continuous changes in the hospitality industry aim to decrease costs, improve inventory 
management, and enhance revenue performance through the applications of RM strategy. 
Data gathered within the hotel chain provided insights into the implementation of a RM 
system and the perceptions of managers on the impact of revenue management practices on 
customers’ behavioural intentions. The qualitative findings reveal:
• The implementation of RM has strongly impacted Unidom Hotels’ sales and 
improved their profitability.
• The deployment of the RM system has helped the chain better manage the demand by 
LOS and allowed acceptance of bookings based on customer value versus rates, 
hence reducing shoulder periods and turnover costs.
• The fixed pricing strategy has served the budget brand well and helped it develop as 
the leading brand.
• However, a desire to expand occupancy over weekends and shoulder periods and 
increase revenues overall have lead the organisation to move from fixed pricing to 
dynamic pricing. It has also begun working with third party distribution channels.
• Those respondents more involved in RM practices were of the view that customers 
would accept the dynamic pricing practice as part of the RM programme.
• However, those in more customer-oriented roles were worried about the negative 
perceptions that customers may have of the dynamic pricing practice.
Chapter seven examines the empirical findings of a web-based survey and telephone 
interviews, both conducted by visitors to Unidom Hotels’ website.
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Chapter 7 
Customers’ Perspectives on RM Practices and Their 
Behavioural Intentions
7.0 Introduction
This chapter presents the findings of the data collected from the survey conducted on 
Unidom Hotels’ website and the subsequent follow-up telephone interviews carried out with 
customers. A total of 1,137 respondents completed the web-based survey. Data was 
analysed using the Statistical Package for the Social Sciences (SPSS 14.0). Suitable 
statistical techniques were used, including descriptive analysis, T-test, ANOVA test, chi- 
square cross tabulation and correlation analysis to explore relationships between hotel 
revenue management practices and customers’ behavioural intentions. Moreover, 16 
respondents were willing to take part in the follow-up telephone interview study (interview 
guide in Appendix B), yielding a response rate of 23%. The customers selected for the 
telephone interview follow-up study are those who have declined a reservation offer and/or 
were denied a booking request. The aim of this part of the study is to examine what thoughts 
pervade customers’ minds under these conditions, and how do these impact their behavioural 
intentions towards the budget hotel chain.
The first part of this chapter outlines the characteristics of the web-based survey sample in 
terms of demographic information and visit behaviour. The second part analyses the 
descriptive data; while the third part reveals the correlation among the variables from the data 
collected. Finally, the fourth part summarizes the post-hoc analysis to test the textual 
research questions. The findings of the follow up study are incorporated in all sections of 
this chapter except for section 7.1, as customers who took part in the telephone interviews 
were already represented in the web-based survey sample discussed in section 7.1.
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This section presents demographic information and characteristics of the respondents who 
took part in the web-based survey study. Data was collected via a self-completion web-based 
questionnaire, producing 1,140 responses out of 2490, of which 1,137 can be used, yielding a 
response rate of 46%. The following section provides a brief description of the respondents’ 
numbers and purposes of visits to Unidom Hotels, and their demographic characteristics such 
as gender and age.
7.1.1 Frequency of Visits
The distribution of the sample frequency of visits carried out to Unidom Hotels is shown in 
figure 7.1.
Figure 7.1 Frequencies of Visits to Unidom Hotels
80.1%
Regulars
19.9% First users
As shown in the above figure, the majority of survey respondents are regular customers to 
Unidom Hotels (80.1%) and only 19.9% are first users of the chain. This may be explained 
by the fact that Unidom Hotels provide their customers with a ‘Business Account Card’ 
allowing them to settle their bills (accommodation, food and drinks, meeting rooms) on a 
monthly basis, thus attracting more repeated customers to the chain. Based on the participant
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hotel chain’s documents, the frequency of visits appears to support the survey findings as 
24.3% first users and 75.7% regulars were recorded for the month of May 2009. Moreover, 
Unidom Hotels achieved a growth rate of 8,149 new customers (first users) by the end of that 
month.
7.1.2 Purpose of Visit
Figure 7.2 presents the reasons why survey respondents visit Unidom Hotels.
Figure 7.2 Purpose of Visit to Unidom Hotels
5.9%
Business
Leisure
Business and leisure
From Figure 7.2, it can be observed that most respondents visit Unidom Hotels on leisure 
purposes (59.4%) compared to on business purposes (34.7%). This result supports the 
location specificity of budget hotels mainly alongside major roads with some in city and 
town centres, and their limited business facilities. Clearly, a small number of survey 
respondents (5.9%) visit Unidom Hotels on a combined business and leisure trip. These 
findings contradict the literature which depicts an increase in interest business customers 
whose travel budgets are reduced, as a result of the economic recession (Mintel, 2009). 
However, the participant hotel chain’s statistics for the month of May 2009 reveal that 29.7%
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customers stayed for business purposes, 68.7% for leisure purposes, and 1.6% for combined 
business and leisure purposes.
7.1.3 Gender
The distribution of gender in the survey sample is represented in figure 7.3.
Figure 7.3 Sample Represented by Gender
48.6%
51.4%
Female
Male
As can be recognised from the above figure, the percentage of female survey respondents 
(51.4%) in the sample is slightly higher than the male subjects (48.6%). This is a fair 
distribution as there is no major gender domination in the United Kingdom, unlike other 
countries. In the recent Mintel report on Budget Hotels in the UK (2009), the gender 
distribution in this sector supports the findings of the survey, with a slight majority of female 
over male users. In contrast, the statistical information from the participant hotel chain 
reveals a different distribution for the month of May as: 40.35% women and 59.65% men.
7.1.4 Age
Figure 7.4 displays the age distribution for regulars and first users’ customers of Unidom 
Hotels’ website.
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27.5%
23.9% 24.2%
12.9%
9.6%
1.1% 0 .7 %
18-24 25-34 35-44 45-54 55-64 65-74 75
As Figure 7.4 depicts, the majority of the survey respondents (23.9%, 27.5%, and 24.2%) fall 
respectively between 25-34, 35-44 and 45-54 years age groups. A relatively small number of 
survey respondents were assigned to both extremes of the figure; 12.9% for an age group of 
18-24 years old and a total of 11.4% for the 55 years and more age groups. In line with that, 
based on the participant hotel chain’s documents for May 2009, the distribution of age 
groups appears more or less similar to the findings of the survey, except for the age groups 
18_24 (4.4%), 55-64 (19.5%), and 65-74 (6.3%).
7.2 Descriptive Analysis
The descriptive analyses aim to assess survey respondents’ perceptions and evaluations of 
variables investigated in the study by presenting the mean (M) and standard deviation (SD) 
values, and the frequency and percentage for the constructs. These values will be presented
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by dividing the sample into regular and first user respondents as each may have perceived the 
impact of revenue management practices on their behavioural intentions in different ways. 
Moreover, the sample of survey respondents will also be separated into three groups based on 
their booking statuses: those who accepted; declined; and have been denied a reservation 
offer. Hence, six groups of survey respondents will result as such: first user accept, decline, 
deny, and regular user accept, decline, and deny.
All constructs were measured using a 5-point scale (1 denoting the lowest perception value, 
and 5 indicating the highest perception value), except those items used for measuring 
respondents’ behaviour towards declining and being denied a reservation offer. If the mean 
scores are lower than 3, the items have negative perception and evaluation. If the mean 
scores vary between 3 and 3.5, the items will have a moderate assessment. Finally, the items 
are perceived more positively when their mean scores are greater than 3.5.
7.2.1 First User Accept
Table 7.1 reports the mean and standard deviation for survey respondents who have made a 
booking and are first time users of the chain.
Table 7.1 First User Accept (N = 85)
Questions Mean SD
What do you think about the price you have paid for your room? 2.85 0.81
What is your opinion of the room price on this booking? 3.40 0.94
Will you book at Unidom Hotels in the future? 3.69 0.86
Will you recommend Unidom Hotels to others? 3.61 0.82
Will you say positive things about Unidom Hotels to others? 3.62 0.80
From the above table, it can be observed that survey respondents believed that the price paid 
for the room they booked ranged from higher to what they expected to pay to about what 
they expected to pay (M=2.85 with SD=0.809) and they assessed the price offered on this 
booking to be slightly fair (M=3.40 with SD=0.941). These moderate perceptions of price
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imply that first time users of the chain are familiar with the budget hotel concept, and/or are 
exposed to Unidom Hotels’ advertisement and pricing structure. Moreover, the prices 
suggested by the participant hotel chain might be close to the internal reference price of first 
users, thus resulting in a moderate price fairness perception. It can be assumed that the price 
fairness dimension is supported by the price expectations dimension, eliminating any conflict 
or contradictory result.
The behavioural intentions variable is measured using three items: intention to repurchase, 
intention to recommend and intention to say positive things. These items for measuring 
behavioural intentions were rated positive by first users to the chain. Indeed, the intention of 
survey respondents to return to this chain got a higher value with a mean of 3.69 (SD= .859) 
than the intention to recommend this chain to others (M=3.61 with SD=.818), and the 
intention to say positive things about the chain (M=3.62 with SD=0.808).
The results discussed above entail a price offer that equals survey respondents’ expectations 
and is viewed as fair, thus first time users will return, recommend and express favourable 
words about the chain, as long as customers perceive prices as fair. These results support 
empirical studies discussed in chapter three where price perceptions have a crucial influence 
on customer behavioural intentions.
7.2.2 First User Decline
Table 7.2 shows the descriptive output of potential first time users of Unidom hotels who 
rejected the reservation offer, by showing the frequency and percentage distribution of this 
nominal scale.
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Table 7.2 First User Decline (N = 119)
Questions Frequency Percentage
What is your main reason for deciding not to 
complete the booking at this moment in time?
Price 71 59.7
No Availability 10 8.4
Shopping for price and/or availability 29 24.4
Location too far 5 4.2
Lack of Facilities 1 0.8
Others 3 2.5
What will you do now?
I will book with Unidom Hotels at a later time 14 11.8
I will book with another hotel 36 30.3
I will look at other hotels’ websites 39 32.8
I will cancel my plans 3 2.5
I have not decided yet 27 22.7
As presented in Table 7.2, it appears that the majority of survey respondents (59.7%) 
declined the reservation offer due to the quoted room rate, which seems to exceed their 
expectations. Indeed, if customers perceive the price to be higher than their internal 
reference price -  to which they compare relevant prices -  they are less likely willing to 
proceed with the booking. The second reason (24.4%) relies on survey respondents’ search 
for best rates and availability before proceeding with a booking at a specific hotel. As the 
recession becomes more obvious in the market, respondents are looking for well-priced 
accommodations to match their budgets. Moreover, respondents of the follow up study 
stated that they compare prices on websites before proceeding with booking, as some are 
looking for the best deal/package and others are price driven. Consequently, 30.3% of 
survey respondents will book with another hotel, and 32.8% will look at other hotels’ 
websites. A minority (11.8%) will book with Unidom Hotels at a later time, maybe once 
rates are reduced. This indicates that customers switch to other hotel providers when unable 
to complete a booking.
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Table 7.3 shows the measures of behavioural intentions including mean and standard 
deviation of this ordinal scale, of first users’ survey respondents who have rejected a 
reservation offer.
Table 7.3 Behavioural Intentions of First User Decline
Questions Mean SD
Will you book at Unidom Hotels in the future? 3.24 0.94
Will you recommend Unidom Hotels to others? 3.05 0.88
Will you say positive things about Unidom Hotels to others? 3.07 0.85
As observed in Table 7.3, the mean score for the intention to repurchase was 3.24 
(SD=0.939), which indicates that survey respondents do not hold unfavourable views 
towards Unidom Hotels as a result of not being able to complete a booking. As the majority 
of survey respondents (84.1%), in table 7.2, did not complete a booking due to price and 
availability/rate comparison with other hotels, the dimensions of behavioural intentions 
(M=3.24 with SD=0.939; M=3.05 with SD=0.882 and M=3.07 with SD=0.851 respectively) 
achieved moderate results. Previous research (Noone and Mount, 2008) suggests a direct and 
negative influence of price over intention to use the brand in the future. These results are not 
surprising as first users did not have the chance to experience the services offered by the 
budget hotel chain, yet they maintained a neutral opinion towards the hotel chain. Indeed, 
some of the follow-up study respondents mentioned that even though they don’t routinely go 
on Unidom Hotels’ website, or have not yet managed to book at one of their hotels, they will 
attempt to revisit the website to book in the future.
7.2.3 First User Deny
Table 7.4 below reports the frequency and percentage distribution for first users’ survey 
respondents who have been denied a reservation request at Unidom Hotels.
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Table 7.4 First User Deny (N = 22)
Questions Frequency Percentage
What will you do now?
I will book with Unidom Hotels at a later time 4 18.2
I will book with another hotel 5 22.7
I will look at other hotels’ websites 6 27.3
I will cancel my plans 0 0
I have not decided yet 7 31.8
If your choice of hotel was not available, an alternative 
should have been offered to you. Why was this not suitable?
Price 4 18.2
Hotel choice / facilities 1 4.5
Distance 15 68.2
No alternative was shown 2 9.1
No availability 0 0
Shopping for price and/or availability 0 0
It can be seen from the above responses that 27.3% of survey respondents will look at other
hotels’ websites and 22.7% will book with another hotel as their request to book with
Unidom Hotels has been denied. When respondents of the follow-up study were asked
whether they were not able to book at Unidom Hotels because of unavailability, they stated:
“They [Unidom Hotels] were fully hooked, and I  was trying to book for 5 nights, I  
looked at other websites and hotels. ”
“I  would look elsewhere ”.
Even though an alternative choice of hotel(s) was suggested by the budget chain, 68.2% of 
survey respondents believed that the given choice was located far from their first hotel choice 
or from their destination/area. Moreover, the price of the suggested alternative choice of 
hotel(s) was above survey respondents’ expectations (18.2%). Thus, the decision taken by 
50% of survey respondents to book with another hotel and look at other hotels’ websites
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supports the findings of the inappropriateness of the alternative hotel choice in terms of price 
and location.
Table 7.5 provides the mean and standard deviation for the behavioural intentions scale of 
first users’ survey respondents who have been denied a reservation offer by Unidom hotels.
Table 7.5 Behavioural Intentions of First User Deny
Questions Mean SD
Will you book at Unidom Hotels in the future? 3.45 0.67
Will you recommend Unidom Hotels to others? 3.27 0.83
Will you say positive things about Unidom Hotels to others? 3.41 0.91
The mean score of behavioural intentions items displayed in Table 7.5 are moderate; intent to 
repurchase M=3.45, intention to recommend M=3.27, and intent to say positive things 
M=3.41. It appears that the price and/or the distance of the suggested alternative hotel were 
not suitable to allow customers to proceed with the booking. Surprisingly, the survey 
respondents’ scores on willingness to return, recommend, and say positive things about the 
budget chain are slightly higher than those observed with first user decline group. This result 
denotes that should survey respondents find the hotel of their choice and/or a price that meets 
their expectations and conforms with their internal reference price, they may be willing to 
display positive behavioural intentions towards the budget hotel chain.
7.2.4 Regular User Accept
Table 7.6 below summarises perceptions of survey respondents’ who have made a booking 
and are regulars to Unidom Hotels.
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Table 7.6 Regular User Accept (N=541 )
Questions Mean SD
What do you think about the price you have paid for your 
room?
3.15 0.57
How does this price compare with your previous stay(s) at 
Unidom Hotels?
2.84 0.54
What is your opinion of the room price on this booking? 3.52 0.80
Do the room rates charged on different stays with Unidom 
Hotels vary?
3.71 0.82
Will you book at Unidom Hotels in the future? 4.31 0.68
Will you recommend Unidom Hotels to others? 4.01 0.74
Will you say positive things about Unidom Hotels to others? 3.99 0.72
It can be seen that survey respondents considered that the price paid for the room they 
booked was about what they expected to pay (M=3.15 with SD=0.565), which indicates that 
regular users are accustomed with the chain’s pricing structure and the price quoted was in 
line with their internal reference price.
Perceptions of fairness are crucial if the chain aims to maintain its reputation and credibility. 
Survey respondents who are familiar with the budget hotel chain and frequent users of its 
properties revealed positive perception of the room price paid on this booking as almost fair 
(M=3.52 with SD=0.799). This result supports the expectations of frequent users to pay the 
offered room price.
From the table above, it can be observed that the mean value of reference price is 2.84 (with 
SD=0.543) demonstrating that survey respondents found the price paid on this booking as 
expensive to about the same price they paid on previous stays with the chain. This result 
indicates that customers are aware of RM practices and price variations, as they were not 
deferred from completing their reservation, despite a discrepancy between the price paid on 
this booking and their internal reference price. Indeed, respondents of the follow-up study 
supported this notion:
“There are peak and off peak rates
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“When I  stayed in June, it was more expensive than I  usually thought, hut it was in 
summer”.
“It depends on what location o f the country you are booking in ”.
These findings indicate that customers are exposed to the practice of revenue management, 
which allows for price fluctuations per season, location, and days of the week, since they are 
able to describe the concept. This might result from communication released by the hotel 
chain (i.e. talk lines) or through customers’ exposure to similar practices (i.e. budget 
airlines). Despite price inconsistencies, customers have successfully booked at Unidom 
Hotels, as their price fairness perception was acceptable.
Regarding familiarity with revenue management pricing practices (i.e. dynamic pricing), this 
item was measured to show the extent to which it might influence survey respondents’ 
fairness perceptions of RM. Regular users of the chain rated positively the occurrence of 
price fluctuations (M=3.71 with SD=0.819). These results entail that regular users of the 
chain rely on past prices (i.e. internal reference price) to judge the appropriateness of the 
current prices offered. The study found that frequent users of the participant hotel chain are 
familiar with RM practices, which are perceived as fair.
The mean values of the three behavioural intentions dimensions ranged from 3.99 to 4.31, 
denoting that price perceptions of regular users of the chain have a positive effect on their 
intention to repurchase, recommend and say positive things about the chain. These results 
contradict the findings of previous empirical studies (mentioned in chapter three) whereby 
preferential views of customers in regards to price perceptions are cancelled under conditions 
of price increase. This might indicate that customers’ acceptance of revenue management 
practices may have increased over time, and influenced positively their price fairness 
perceptions. The tolerance towards RM practices might be due to the initiation of talk lines 
aiming at providing customers with sufficient information about the practice, and the 
deployment of event pricing which was limited to a pre-defined ladder of premiums (i.e. 
floor and ceiling premium) which allowed customers to experience some price fluctuations. 
Thus, customers’ perceptions towards revenue management had a positive impact on their 
behavioural intentions.
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7.2.5 Regular User Decline
Customers ’ Perspectives on RM Practices
and their Behavioural Intentions
Table 7.7 shows the shows the frequency and percent distribution of the regular users of 
Unidom hotels who rejected the reservation offer.
Table 7.7 Regular User Decline (N = 282)
Questions Frequency Percentage
What is your main reason for deciding not to 
complete the booking at this moment in time?
Price 119 41.9
No Availability 22 7.7
Shopping for price and/or availability 91 32.0
Location too far 28 9.9
Lack of Facilities 9 3.2
Others 13 5.3
What will you do now?
I will book with Unidom Hotels at a later time 54 19.0
I will book with another hotel 82 28.9
I will look at other hotels’ websites 79 27.8
I will cancel my plans 3 1.1
I have not decided yet 66 23.2
As observed in Table 7.7, price (41.9%) and shopping for rate/availability (32%) correspond 
to two main reasons why frequent users of Unidom Hotels have declined the reservation 
offer. Therefore, survey respondents will engage in different behaviour as a consequence to 
the reasons for not making the booking; 28.9% will book at another hotel since price revealed 
to be above their budget/expectations, and 27.8% will look at other hotel’s websites as they 
want to compare prices in order to come across the best-priced accommodation. These 
survey respondents appear to be price-sensitive, especially in the current economical 
downturn when consumers are cutting on expenses. These findings are in line with the 
statements provided by respondents of the follow-up study, in terms of pricing:
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“I  Stay with whoever offers me the best package 
“Usually I ’m price driven”.
And in terms of shopping for rates and availability:
“Sometimes, they advertise a cheap room and I  can never find it... whenever I  have 
looked”.
“I  compare prices with whoever is in the area ”.
The findings of regular customers and first users who have declined a reservation offer are 
quite similar as prices and shopping behaviour reflected the main reason for not completing 
the booking. Consequently, they both exhibited the same behaviour in terms of looking at 
other hotels’ websites and booking with another hotel. These results explain the price 
sensitivity of customers of the budget hotel sector, and their awareness of price fluctuations.
Table 7.8 presents the dimensions of behavioural intentions of the frequent users of the 
budget chain who have decided not to proceed with the reservation offer.
Table 7.8 Behavioural Intentions of Regular User Decline
Questions Mean SD
Will you book at Unidom Hotels in the future? 3.93 0.99
Will you recommend Unidom Hotels to others? 3.78 0.95
Will you say positive things about Unidom Hotels to others? 3.80 0.94
The mean value ranging from 3.78 to 3.93 imply that survey respondents are likely to display 
positive and strong behavioural intentions towards the budget chain. It appears from Table 
7.7 that even though price corresponds to the main reason for survey respondents to decline a 
reservation offer, the scores of the behavioural intentions variable remained positive. These 
findings, which contradict previous conclusions (mentioned in chapter three), might explain 
the regular customers’ familiarity with the pricing structure of Unidom Hotels, and suggest 
that an event pricing might have been applied to the quoted rate for the period of the booking. 
These scores are higher than the ones displayed by first users (decline group) as frequent
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users are more devoted to the participant hotel chain, and other factors might influence their 
behavioural intentions such as value-for-money and quality of service and facilities.
7.2.6 Regular User Deny
This section explores the impact of being denied a booking on behavioural intentions, from 
the perspective of regular users of Unidom Hotels. Table 7.9 shows the frequency and 
percent of the nominal scale, while table 7.10 presents the mean and standard deviation 
values:
Table 7.9 Regular User Deny (N = 88)
Questions Frequency Percentage
What will you do now?
I will book with Unidom Hotels at a later time 10 11.2
I will book with another hotel 22 24.7
I will look at other hotels’ websites 31 34.8
I will cancel my plans 1 1.1
I have not decided yet 25 28.1
If your choice of hotel was not available, an alternative 
should have been offered to you. Why was this not suitable?
Price 9 10.1
Hotel choice / facilities 11 13.5
Distance 55 61.8
No alternative was shown 9 10.1
No availability 1 1.1
Shopping for price and/or availability 3 3.4
A number of survey respondents (59.5%), who have been denied a reservation request due to 
revenue management practices (lack of availability, length of stay restrictions), will book 
with another hotel and look at other hotels’ websites in order to satisfy their request by 
successfully making a booking. Distance between the suggested hotel and customers’
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destination/area appears to be the main reason (61.8%) why survey respondents identified the 
alternative hotel choice as not suitable. Surprisingly, price was only recognised by 10% of 
regular users as the reason for not choosing the alternative hotel. These findings again 
support the notion that regular users are familiar with revenue management strategies as 
applied by Unidom Hotels, and are not really deferred by these practices. This is further 
significant in the mean ranges of their behavioural intentions which are discussed below.
Table 7.10 Behavioural Intentions of Regular User Deny
Questions Mean SD
Will you book at Unidom Hotels in the future? 4.12 0.85
Will you recommend Unidom Hotels to others? 3.94 0.86
Will you say positive things about Unidom Hotels to others? 3.91 0.91
All items for measuring behavioural intentions were highly and positively rated. Indeed, the 
intention for guests to return to this chain achieved the highest value with a mean of 4.12 
(SD=0.850), followed by the intention to recommend this chain to others (M=3.94 with 
SD=0.858), and the intention to say positive things about Unidom Hotels reached the lowest 
value compared to the other items, with a mean of 3.91 (SD=0.913). These results denote 
that survey respondents will return, recommend and give favourable words about this budget 
chain, despite being denied a reservation request. The unexpected findings of customers in 
the regular deny group present higher results for the behavioural intentions variable than 
customers in the regular decline group. This might be due to the fact that Unidom Hotels 
suggests alternative hotels, which indicates that the hotel chain is concerned with finding 
accommodation to customers within proximity to their initial query, and does not want to 
loose customers to the competition.
7.2.7 Behavioural Intentions
The section below examines the reliability assessment of the dependent variable, and 
explores whether respondents’ behavioural intentions differ in terms of the three booking 
statuses through a one way between-groups analysis of variance (ANOVA).
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For the purpose of conducting further analyses, the scores of the three items composing the 
scale measuring behavioural intentions are summated to create a composite score. This 
technique is widely adopted when multi-item measurement scales are used, and will be 
embraced for the whole sample and across all groups.
Due to poor correlations among the items, estimates for RM price perception dimensions are 
not reported as the statement designed to capture these practices were treated as single-item 
measures.
7.2.7.1 Reliability of the Scale
Reliability Assessment of the behavioural intentions scale employed Cronbach’s Alpha 
statistic with a minimum threshold point alpha = 0.70, as shown in Table 7.11. A reliability 
test refers to the degree of consistency among several items (Hair et al., 2006). A reliable 
scale denotes that the items are highly inter-correlated and yields the same results in repeated 
trials (Hair et al., 2006), thus minimising error and providing an indication of consistency 
across time and across different items of the scale (Sekaran, 2003).
Table 7.11 Behavioural Intentions Scale Reliability
Behavioural Intentions Cronbach’s Alpha Corrected Item- Total Correlation
Intention to Repurchase 0.947 0.769
Intention to Recommend 0.845 0.893
Intention to Say Positive Things 0.867 0.867
As shown in Table 7.11, the internal consistency of all the behavioural intentions scale 
exceeded the minimum recommended threshold (alpha coefficient >0.70). Therefore, the 
estimated coefficients were deemed reliable and it was not necessary to eliminate any items 
to further improve the scale reliability. This is an indication that the scale displays good 
internal consistency and was acceptable. Consequently, the items of behavioural intentions 
were summated under that dimension (summated coefficient of 0.922) and are used in
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subsequent correlation, cross-tabulation and Chi square analyses. The use of a summated 
scale is desirable since the summation results in a portion of the random error cancelling out 
across items.
1.2.1.2 Behavioural Intentions by Groups
One way between-groups ANOVA was conducted to explore whether the different customer 
groups (group 1: accept, group 2: decline and group 3: deny) had an impact on behavioural 
intentions. Table 7.12 presents the results of ANOVA tests.
Table 7.12 ANOVA Results: Respondent Groups and Behavioural Intentions
Behavioural Intentions Sum of Square df
Mean ^ 
Square Sig.
Intention to Between Groups 62.36 2 31.18 42.00 0.00
Repurchase Within Groups 842.74 1135 0.74
Total 905.10 1137
Intention to Between Groups 38.44 2 19.22 25.87 0.00
Recommend Within Groups 843.47 1135 0.74
Total 881.91 1137
Intention to Between Groups 32.52 2 16.26 22.55 0.00
Say Positive Within Groups 818.60 1135 0.72
Things Total 851.12 1137
From Table 7.12, there were significant statistical differences in behavioural intentions 
scores (p<0.05) among the three groups: Intention to Repurchase (F(2,n35)=42; p=0.00); 
Intention to Recommend (F(2,h35)=25.87; p=0.00); Intention to Say Positive Things 
( F ( 2 , i i3 5 )= 2 2 .5 5 ;  p=0.00). Therefore, these findings suggest that customers’ booking statuses 
groups have an effect on their behavioural intentions towards the chain. This is further 
illustrated in Table 7.13.
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Table 7.13 Summary of behavioural Intentions for the Customer Groups
Behavioural Intentions N Mean SD
Intention to Accept 626 4.23 0.73
Repurchase Decline 401 3.73 1.03
Deny 110 3.98 0.86
Intention to Accept 626 3.96 0.76
Recommend Decline 401 3.56 0.99
Deny 110 3.80 0.88
Intention to Say Accept 626 3.94 0.74
Positive Things Decline 401 3^8 0.97
Deny 110 3.80 0.93
Table 7.13 illustrates the significant differences among the mean scores on the behavioural 
intentions measures across the three groups. Undoubtedly, the accept group has achieved the 
highest mean scores (ranging from 4.23 to 3.94) which are explained by customers’ 
acceptance of the price offered leading to a room booking. Surprisingly, the deny group has 
higher mean scores compared to the decline group across the three behavioural intentions 
measures (respectively ranging from 3.98 to 3.80; ranging from 3.73 to 3.56). These results 
might be due to customers patronising the budget hotel chain for several reasons as stated in 
some of the follow-up telephone interviews study:
“It is good value-for-money”.
“Fantastic experience so far... I t ’s a good service, excellent accommodation ”. 
“[Unidom Hotels’] service is always exceptional, rooms are always clean...it has 
always been very good”.
“The account card helps, but there are many benefits from Unidom Hotels ”.
Moreover, since the hotel chain is proposing alternative hotels in an approximate location to 
the initial one for the deny group customers, this might have leveraged customers’ 
perceptions and behavioural intentions as this practice is rather unusual on most of their 
competitors’ websites. Overall, these results indicate survey respondent booking status 
segments have an impact on behavioural intentions; the customers who have accepted the 
reservation offer scored the highest with strong perceptions of RM practices on behavioural 
intentions, followed by those who were denied, and finally those customers who declined.
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7.3 Textual Research Questions Testing
Customers ’ Perspectives on RM Practices
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The correlation analysis is concerned with the degree of association displayed by the 
independent and dependent variables. The values of this analysis range from -1 to +1, where 
a correlation of +1 indicates an excellent positive association between variables, and a 
correlation of -1 denotes an excellent negative relationship. A correlation of 0.00 signifies no 
relationship at all (Wright and London, 2009). Thus, the correlation coefficients give an 
overall sense of the significance, direction and strength of the relationship between the 
independent and dependent variables within the study. The following table (Table 7.14) 
presents the correlation matrix results testing the relationship between behavioural intentions 
and price perception variables for the customer group who have made a booking (accept).
Two different price fairness perceptions dimensions (price expectations and price fairness) 
represent the independent variables, and three behavioural intentions dimensions (intention to 
repurchase, intention to recommend, and intention to say positive things) correspond to the 
dependent variables. The latter were summated as mentioned earlier to represent only one 
dimension.
The correlation analysis was preformed to test the study textual research question, which 
results are detailed in the following section. In this study, price perceptions in terms of price 
expectations and price fairness were expected to have an effect on behavioural intentions, 
when survey respondents have successfully completed a booking. Thus, the following 
textual research question is tested.
Q1 : Do favourable customer price fairness has a stronger positive impact on
behavioural intentions than price expectations?
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Table 7.14
Customers ’ Perspectives on RM Practices
and their Behavioural Intentions
Correlation Matrix for Variables of Accept Customer Group (N=626)
Variables PriceExpectations^
Price
Fairness
Behavioural
Intentions
Price
Expectations
Price Fairness
Behavioural
Intentions
1
0.444**
0.165**
1
0.526** 1
‘ The scale has been reversed from the original survey. This item is measured on 5-point likert scale as follows: 
much higher than my expectations = 5 reversed now to equal 1 / higher than my expectations = 4 reversed now 
to equal 2 / up to my expectations =3 / lower than my expectations = 2 reversed now to equal 4 / much lower 
than my expectations = 1 reversed now to equal 5.
** Pearson correlation coefficients significant at the 0.01 level (2-tailed).
Price expectations seem to be a statistically poor predictor of the summated dimension of 
behavioural intentions. The scales of that item have been reversed; if a survey respondent 
thought that the price paid for the room on this booking was much higher than her/his 
expectations (scale 5), s/he is likely to consider the price to be unfair (scale 1). Therefore, it 
appears that responses are not held in the same direction, which leads to reversing the scale 
for this item.
As Table 7.14 portrays, there are significant relationships between price fairness and
behavioural intentions dimensions with coefficient r equivalent to 0.526. Similar to the
conclusions of previous empirical researches (refer to chapter three), when customer
perceived a price to be fair, they are likely to exhibit favourable behavioural intentions
towards the hotel chain. Furthermore, respondents of the follow-up study asserted that prices
fluctuate depending on the location (London or other major city versus provinces), days of
the week (weekend versus mid week), and seasons as shown below:
“When you are in London, you expect to pay over a £100 a night wherever you stay”. 
“They [the prices] are higher on Monday to Wednesday and cheaper over the 
weekend”.
‘T/zey [Unidom Hotels] know when to increase their prices when there is a special 
event”.
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Mixed views were expressed by respondents of the follow-up study regarding the impact of 
price variation on customers’ reactions. A number of customers mentioned that when faced 
with such practices, they neither amended their travel plans, nor looked at competitors’ 
websites for better deals. However, few customers felt the practices were not fair, which 
made them either book with another service provider, or look for alternative solutions (i.e. 
one customer mentioned that she took a taxi back home instead of staying at Unidom Hotels 
as it was cheaper). Customers, who perceived the practice to be unfair, mentioned that they 
stay away from home about three to four times a year. However, the remaining respondents 
of the follow-up study, on average, stay away around 20 nights a year which explains their 
familiarity with, and acceptability of RM pricing practices. These findings might be due to 
the exposure of customers to dynamic pricing in the low cost airlines and hotel industry, 
which modifies and/or adjusts their internal reference price.
However, the correlation between price expectations and behavioural intentions dimensions 
is considered none (r=0.165) which indicates almost no association between price 
expectations and the dependent measures of intention to repurchase, to recommend, and to 
say positive things. Thus, price expectations might be a subset of price fairness, and/or might 
be measured using additional items instead of a single-item. Therefore, future research 
should address the relevance and importance of this variable towards behavioural intentions 
by incorporating these issues to the survey development, and in other sectors of the hotel 
industry. Moreover, by acknowledging that expectations change and are updated over time, 
respondents might patronise the hotel chain as they might have been exposed to its pricing 
structure through prior experience or communication. In addition, as the budget hotel sector 
represents the scope of this study, uncertain price expectations might not vary largely to 
offset the loyalty of respondents. Thus, this weak relationship between price expectations 
and behavioural intentions needs further substantiation (refer to chapter nine, section 9.3).
One can conclude that price fairness achieved the strongest correlation with the summated 
behavioural intentions dimensions. Hence, this result supports the argument made in the 
research model discussion, and confirms the textual research question Q1 that price fairness
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has a stronger and more important positive impact on behavioural intentions than price 
expectations.
7.4 Post-Hoc Analyses ^
Post-hoc analyses, such as the chi-square test and the independent t-tests, were carried out on 
the customer groups: decline and deny. The purpose of the analyses reported herein is to 
determine the predictive power of these respondent groups. Thus, the following textual 
research question is tested.
Q2: Do the respondent groups - Decline and Deny - portray different patterns in
terms of revenue management pricing practices and behavioural intentions?
7.4.1 Chi Square
As part of the post-hoc analyses, the chi-square (%2) test is undoubtedly the most important 
and most used member of the nonparametric family of statistical tests. Chi square cross­
tabulation tests are employed to test the strength of the relationship between the reasons why 
these survey respondent groups did not complete a booking and behavioural intentions. Chi- 
square (%2) test can imply whether or not the observed pattern may be due to chance or 
probability (Sekaran, 2003).
Table 7.15 shows the results of %2 tests between reasons why the decline customer group did 
not complete a booking and their behavioural intentions towards the chain, portrayed in 
Figure 7.5.
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Figure 7.5
Customers ’ Perspectives on RM Practices
and their Behavioural Intentions
Decline Customer Group and Other Variables
No Availability
Location Far
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Shopping for 
price and/or 
availability
Behavioural
Intentions:
- Intention to 
Repurchase
- Intention to 
Recommend
- Intention to 
Say Positive 
Things
Table 7.15 indicates the chi-square cross tabulation tests computed between reasons and 
behavioural intentions for the decline customer group.
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Table 7.15 Chi-Square Cross-Tabulation of Decline Customer Group (N=401)
Behavioural Intentions -  Percent
Reasons Scale Repurchase Recommend Say Positive Things
Price 
N = 190
Extremely Unlikely 72.2% 73.3% 75.0%
Unlikely 83.3% 80.6% 76.9%
Neither Unlikely 
Nor Likely 68.3% 58.6% 57.4%
Likely 42.2% 42.8% 46.6%
Extremely Likely 19.4% 14.1% 11.9%
No
Availability N 
= 32
Extremely Unlikely 5.6% 6.7% 6.3%
Unlikely 4.2% 6.5% 7.7%
Neither Unlikely 
Nor Likely 3.0% 4.3% 3.7%
Likely 11.4% 11.7% 10.8%
Extremely Likely 8.6% 9.9% 10.4%
Shopping for 
Price and/or 
Availability 
N = 120
Extremely Unlikely 11.1% 6.7% 6.3%
Unlikely 4.2% 6.5% 3.8%
Neither Unlikely 
Nor Likely 17.8% 20.7% 24.3%
Likely 30.7% 32.4% 29.9%
Extremely Likely 52.7% 57.7% 56.7%
Location Too 
Far 
N = 33
Extremely Unlikely 0.0% 0.0% 0.0%
Unlikely 0.0% 0.0% 0.0%
Neither Unlikely 
Nor Likely 4.0% 9.3% 8.8%
Likely 10.8% 10.3% 9.6%
Extremely Likely 11.8% 7.0% 9.0%
Other 
N = 26
Extremely Unlikely 11.1% 13.3% 12.5%
Unlikely 8.3% 6.4% 11.5%
Neither Unlikely 
Nor Likely 7.0% 7.2% 5.7%
Likely 4.8% 2.8% 3.1%
Extremely Likely 7.6% 11.3% 12.0%
Note: the percentage reported is within the dependent variable.
Variables Pearson Chi-SquareValue df Sig.
Intention to Repurchase 78.861 12 0.000*
Intention to Recommend 72.746 12 0.000*
Intention to Say Positive 
things 66.458 12 0.000*
* Significant at p < 0.05.
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As shown in Table 7.15, the chi-square test indicates that there is an association or 
relationship (p=0.000) between the reasons why survey respondents decided not to make a 
booking and the behavioural intentions dimension for the decline group.
The table above presents the percentages within reasons and each dimension of behavioural 
intentions. The reasons why survey respondents did not complete the booking (price, no 
availability, shopping for price and/or availability, location too far) have significantly 
impacted their behavioural intentions towards the chain. For instance, a number of survey 
respondents (N=190) who declined the reservation offer because the quoted price was higher 
than their internal reference price, are extremely unlikely to repurchase (72.2%), to 
recommend (73.3%) and to say positive things (75%) about the hotel chain. In line with that, 
respondents of the follow-up study believed that Unidom hotels are more expensive than 
alternative budget-type hotels; some indicated that they rate higher than their competitors in 
terms of facilities, services, and cleanliness, however they stated that as they are driven by 
price, they don’t get often the opportunity to stay at the participant hotel chain whenever the 
need arises. The other reasons (no availability, shopping, location) highlighted by survey 
respondents did not lead to unfavourable behavioural intentions towards the participant hotel 
chain. In particular, survey respondents who were checking Unidom Hotels’ website to get 
the price and room availability and were not intending to book (i.e. shopping) indicated that 
they are extremely likely to repurchase (52.7%), to recommend (57.75) and to say positive 
things (56.7%) about the participant hotel chain.
To conclude, it appears that survey respondents in the decline group intend to repurchase, 
recommend and say positive things about the chain, if the price quoted is perceived as fair. 
Even though a majority have decided to book with another hotel chain and/or look at other 
chain’s websites, this decision is mainly affected by the survey respondents’ price fairness 
perceptions and their internal reference price.
Table 7.16 presents the outcomes of %2 tests between responses of the deny customer group 
as a consequence of rejecting the reservation offer and their behavioural intentions towards 
the chain, displayed in Figure 7.6.
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Figure 7.6 Deny Customer Group and Other Variables
Customers ’ Perspectives on RM Practices
and their Behavioural Intentions
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Things
Table 7.16 presents the outcomes of %2 tests between the suitability of the alternative hotel 
offered since the initial hotel choice of survey respondents was not available, and the 
behavioural intentions of the deny customer group.
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Table 7.16 Chi-Square Cross-Tabulation of Deny Customer Group (N=l 10)
Behav oural Intentions - Percent
Outcomes Scale Repurchase Recommend Say Positive Things
Price 
N = 13
Extremely Unlikely 0.0% 0.0% 0.0%
Unlikely 50.0% 33.3% 33.3%
Neither Unlikely 
Nor Likely
21.7% 15.4% 16.7%
Likely 11.5% 9.3% 9.3%
Extremely Likely 3.2% 9.1% 8.7%
Hotel 
Facilities 
N = 12
Extremely Unlikely 50.0% 50.0% 66.7%
Unlikely 0.0% 0.0% 0.0%
Neither Unlikely 
Nor Likely
4.3% 3.8% 0.0%
Likely 5.8% 7.4% 7.4%
Extremely Likely 22.6% . 27.3% 26.1%
Distance 
N = 70
Extremely Unlikely 0.0% 0.0% 0.0%
Unlikely 0.0% 50.0% 50.0%
Neither Unlikely 
Nor Likely
56.5% 69.2% 66.7%
Likely 71.2% 70.4% 72.2%
Extremely Likely 64.5% 50.0% 52.2%
No
alternative 
N = 11
Extremely Unlikely 50.0% 50.0% 33.3%
Unlikely 50.0% 16.7% 16.7%
Neither Unlikely 
Nor Likely
8.7% 7.7% 12.5%
Likely 11.5% 13.0% 11.1%
Extremely Likely 3.2% 0.0% 0.0%
Others 
N = 4
Extremely Unlikely 0.0% 0.0% 0.0%
Unlikely 0.0% 0.0% 0.0%
Neither Unlikely 
Nor Likely
8.7% 3.8% 4.2%
Likely 0.0% 0.0% 0.0%
Extremely Likely 6.5% 13.6% 13.0%
Note: the percentage reported is within the dependent variable.
Variables Pearson Chi-SquareValue Df Sig.
Intention to Repurchase 31.126 16 0.013*
Intention to Recommend 31.146 16 0.013*
Intention to Say Positive 
things 36.500 16 0.002*
* Significant at p < 0.05.
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The chi-square test in Table 7.16 indicates that there is an association or relationship 
(p=0.000) between the inappropriateness of the proposed alternative hotel and the 
behavioural intentions dimension for the deny group.
The table above presents the percentages within the reasons why the suggested alternative 
hotel(s) was not suitable and each dimension of behavioural intentions. The reasons why 
survey respondents declined the suggestion(s) (price, hotel facilities, distance from/to their 
destination, no alternative proposed, others) have significantly impacted their behavioural 
intentions towards the chain. For instance, only a few survey respondents who declined the 
suggested substitute hotel(s), because the quoted price (N=13) was higher than their internal 
reference price, are unlikely to repurchase (50%), to recommend (33.3%) and to say positive 
things (33.3%) about the hotel chain. Those who declined the alternative suggested hotel(s) 
because the hotel facilities (N=12) did not meet their needs and requirements, are extremely 
unlikely to repurchase (50%), to recommend (50%) and to say positive things about the hotel 
chain (66.7%). Whereas price and hotel facilities resulted in unfavourable behavioural 
intentions, the distance (N=70) of the suggested hotel(s) from/to the respondents 
destination/area was deemed unsuitable achieved high scores (likely to repurchase 71.2%, to 
recommend 70.4% and to say positive things 72.2%; extremely likely to repurchase 64.5%, 
to recommend 50% and to say positive things 52.2%).
To conclude, there are mixed results among survey respondents in the deny group. On the 
one hand, similar to the decline group, the unfavourable impact of price fairness perceptions 
is fundamental on survey respondents’ intent to repurchase, recommend and say positive 
things about the chain. Furthermore, the adverse impact of hotel facilities on survey 
respondents’ behavioural intentions might be caused by the fact that policies and procedures 
are set by the participant hotel chain. In other words, as these factors (price and hotel 
facilities) are internal to Unidom Hotels, their acceptability among customers becomes hard 
to achieve. It might be more adequate to link these factors to external causes to increase their 
suitability among customers. On the other hand, the distance of the substitute hotel to the 
survey respondents’ destination/area lead to encouraging behavioural intentions, and might 
be due to that fact that it represents an external cause to the participant hotel chain. Thus,
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distance was perceived fairer than price and hotel facilities. Thus, hotels are advised to 
provide information about the increases in prices and/or their pricing policy, and to justify 
the changes in prices, in order to enhance customers’ perceptions of revenue management 
pricing practices.
7.4.2 T-test
Independent t-tests were undertaken to compare the variable of behavioural intentions 
dimension between customers. According to the results of the t-tests computed on 
customers’ purpose of visits, the behavioural intention dimension exceeded the 5% 
significance level, which means that no significant difference exists between the behavioural 
intentions of business and leisure customers of Unidom Hotels. Table 7.17 aims to compare 
the variable of behavioural intentions scores for males and females.
Table 7.17 T-test: Gender
Variable Gender M SD t P
Behavioural Intentions
Intention to Repurchase Male
Female
3.95
4.11
0.95
0.83
3.026 0.403
Intention to Recommend Male
Female
3.67
3.90
0.92
0.83
3.929 0.000
Intention to Say Positive things Male
Female
3.70
3.90
0.88
0.84
3.723 0.011
As shown in Table 7.17, the results concerning behavioural intentions indicated a significant 
difference between male and female customers for intention to recommend (P=0.000, 
p<0.05) and intention to say positive things (P=0.011, p<0.05). Indeed, the female customers 
have the greatest impact (M=3.90 for both dimensions) and male customers produced the 
smallest impact (M=3.67 and M=3.70). However, there was no significant difference 
between male and female customers concerning the intention to repurchase. The value of
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eta  ^ (n^ ) represents the size of the main effect of the behavioural intentions dimension on 
customers’ gender; the magnitude of the differences in the means was very small (n^=0.01 for 
both dimensions). The findings suggest that the participant hotel chain should not treat all 
customers equally, as women are less likely than men to recommend and say positive things 
about Unidom Hotels, as a result of applying RM practices. These findings support the 
results of Hwang and Wen’s (2009) study which indicates that women viewed overbooking 
practices as more unfair than men did, and affected negatively their loyalty.
7.5 Conclusion
This chapter reported on the findings of the web-based survey and subsequent follow-up 
telephone interview study and described all the analysis undertaken to investigate the 
relationship between hotel revenue management pricing practices and customers’ 
behavioural intentions. After preparing the quantitative data, a number of statistical analysis 
to test the textual research questions of the study were performed. Here are the key findings:
• The different customer respondent groups - accept, decline and deny - do not have the 
same price perceptions towards revenue management pricing practices, and as a result 
display different behavioural intentions towards the hotel chain.
• Perceived price fairness impacts customers’ behavioural intentions towards the hotel 
chain.
• Different patterns were identified amongst decline and deny respondent groups 
towards RM pricing practices and the impact of these on behavioural intentions.
• There were significant differences between female and male customers in their 
behavioural intentions towards the hotel chain. Female respondents were less likely 
to recommend and say positive things when their perception of price was unfair.
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Further insights were gained from the subsequent follow-up telephone interview study, which 
revealed that:
• Few customers appeared to be price sensitive and will look at other hotels or websites 
when unable to complete a booking due to the quoted price, which exceeds their 
reference price. '
• Customers are familiar with RM practices and price variations, which impact their 
behavioural intentions towards the budget hotel chain. However, feelings were mixed 
in that some accepted the practice and others felt frustrated by the practice.
• Customers believed that if they are given information and justification about the price 
changes, they are likely to perceive RM pricing practices as more fair.
• Some customers perceived Unidom Hotels as having a similar product to its 
competitors whilst others (more of them) saw the former’s product and service as 
being enhanced.
• Both groups saw the price as being more expensive than competitors.
These rich and varied findings will be brought together in the next chapter in the discussion.
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Chapter 8
Discussion
8.0 Introduction
This chapter aims to discuss and synthesise the implications of the findings in the light of 
previous research studies into RM and customers’ fairness perceptions and behavioural 
intentions. The chapter utilises the literature and the theoretical key issues as a conceptual 
underpinning to obtain a better understanding of the relationship between revenue 
management practices and customers’ perceptions and behavioural intentions. Previous 
research is only employed as a pattern matching logic to strengthen the internal validity of 
the case study data and not to establish external validity.
The discussion is presented in three main sections. The first part evaluates the revised RM 
model, and the second part assesses the diversity on customers’ perceptions and behavioural 
intentions. The third part evaluates the departure of the budget hotel concept towards a full- 
service model.
8.1 Revised Hotel Revenue Management Model
Further to providing a rich and critical description of how the RM system was implemented 
in the participant hotel chain in chapter six, this section aims to examine the findings and 
compares them to past research. The following discussions are based on several key themes 
that emerged from the empirical data.
The research has proposed a conceptual model for hotel RM system (Figure 8.1) which 
originated from Jones (1999), and was further developed based on the previous literature on
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RM implementation. This model is used to assess the implementation of RM at the case 
study firm.
Figure 8.1 Revised Hotel Revenue Management Model
Decision
System
Information 
System
Decision 
Support—^ 
System
Strategic
Decision-making
Operational
Decision-making
Demand
Analysis
Reservations
Technology Human
Support
External
Environment
Customers
Source; Adapted from Jones (1999)
The conceptual model sets the layout of the following sections, and has managed to 
overcome some of the limitations of prior models; these gaps, highlighted in red, are 
discussed below, and represent part of the research’s contributions.
8.1.1 Decision System
The implementation of RM is aimed at increasing and managing the organisation’s revenues 
more efficiently and professionally, in the face of increasing competition. Unidom Hotels 
previously managed their room revenues manually; by implementing the RM system, the 
chain aims at managing the hotel units’ revenues with the assistance of a sophisticated 
computerised system to employ a centralised approach to RM. Therefore, the initiation of 
the RM project in 2006 was seen as a step forward in moving to a uniform working practice. 
Consequently, the project emerged to help the executives overcome the limitations of 
previous approaches (the manual system) to managing revenue and occupancy. These
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findings support the literature, as it is identified that the purpose of RM aims at maximizing 
an organisation’s profitability through setting and updating pricing and product availability 
decisions across various selling channels (for example, see Rimes, 1989, Jones and 
Hamilton, 1992; Jauncey et ah, 1995; Farrell and Whelan-Ryan, 1998).
The findings indicated that the RM implementation has been highly encouraged by senior 
management as it was compatible with the hotel chain’s management strategies. Indeed, 
Kimes (1989) states that without a commitment from top management, revenue management 
systems may be doomed to failure. Further, a number of authors (Donaghy et ah, 1995; 
Farrell and Whelan-Ryan, 1998; Hansen and Eringa, 1998; Emeksiz et ah, 2006) suggest that 
a systematic RM development and implementation is made certain by top-level 
management’s total commitment to the RM system.
Strategic Decision-Making
The research findings suggest that the deployment of RM practices not only offer 
considerable potential revenue benefits, but also valuable data support and guidance related 
to long-term decision-making, specifically segmentation, pricing strategies, inventory 
management, and forecasting among many others.
Optimization refers to maximising revenues through pricing and capacity controls (Cross, 
1997). The findings (Donaghy et ah, 1995; Hansen and Eringa, 1998; Emeksiz et ah, 2006) 
suggested that the hotel chain has introduced the RM system to better manage its 
low/shoulder demand periods (identified through historical data) by allowing a variety of 
restriction controls to be set, such as the possibility to book one night to increase occupancy 
by triggering demand.
In order to remain competitive in the market and achieve value-for-money, the Pricing 
Manager introduced a variety of measures; (1) a pricing tool to assist hotel units monitor the 
appropriateness of their pricing strategy against their competitors; (2) quarterly pricing 
reviews to ensure that hotel units were appropriately priced for the market in which they 
operate and in relation to their competitors; (3) a fixed premium added to the rate which
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relates to an event in the area/destination; and (4) a monthly review of the Guest Recommend 
survey to identify customers’ comments/feedback related to pricing strategies. Indeed, these 
findings support the literature as Jones and Hamilton (1992) emphasise the importance of 
setting rates based on customers’ perceived value of the hotel unit.
From the managers’ perspective, the application of event pricing and restriction controls 
positively affected the budget hotel chain’s bottom line. Brotherton and Mooney (1992) cite 
that the role of pricing within a RM system is to maximise the realisation of potential market 
demand, at the highest possible rates, to optimise both net revenue and market penetration. 
Several managers confirmed that the chain is investigating the opportunity of implementing 
dynamic pricing. As reflected in the hotel chain documents and fully supported in the 
literature (for example, see Gallego and van Ryzin, 1994; Feng and Gallego, 1995), a fixed 
pricing strategy is limited, as it exhausts occupancy and saturates revenue opportunities. 
However, dynamic pricing offers several advantages among which is the potential for 
organisations to enjoy greater profitability as products will be priced based on demand (Zhao 
and Zheng, 2000). The Pricing Manager and the Project Manager at Unidom Hotels have 
suggested that the hotel chain will implement a ceiling and a floor price in order to come up 
with a pricing ladder, since consumers have historically considered demand-based pricing -  
dynamic pricing -  as unacceptable (Kahneman et al., 1986; Rimes, 1989). Unidom Hotels is 
moving away from the fixed pricing strategy, which is a core characteristic of the budget 
hotel concept, to engage in dynamic pricing following on the LCC business model that 
appeared to be successful.
Emeksiz et al. (2006) indicate the necessity to perform a SWOT and competitive analysis to 
examine and understand internal and external factors likely to influence the current and 
future demand. These suggestions are indeed supported by the findings which are reflected 
in the RM healthcheck. The Revenue Manager Rey Cities denoted that managers at the hotel 
units were expected to identify the property’s strengths, weaknesses, opportunities and 
threats, as part of the RM healthcheck, in order to monitor the property’s micro and macro 
environments. Moreover, reports related to competitors’ activities and performance were 
made available at the hotel chain for general managers, front office and lead receptionists to
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review and analyse them. These activities help managers select the best strategy that will 
enhance their hotel unit’s performance and maximise revenues.
Operational Decision-Making
Emeksiz et al. (2006:544) refer to this stage where “specific RM system strategies are being 
operationalised. ” Competitors’ pricing structures, short-term capacity strategies, and 
demand trends represent these RM strategies. Managers indicated that they constantly 
monitor their competitors’ pricing strategies and adjust their hotel units’ positioning in the 
market through increasing or decreasing their prices. This is done by reviewing the hotel 
units’ appropriateness of prices against the top seven competitors. Moreover, the Pricing 
Manager monitors customers’ comments in regards to pricing through the Guest Recommend 
Survey to ensure customers perceive a value-for-money proposition. These findings are in 
line with the suggestions in the literature (Jauncey et al., 1995; Farrell and Whelan-Ryan, 
1998; Hansen and Eringa, 1998) as members of the RM team exercise their experience and 
knowledge into RM decisions in terms of rates, restrictions, special packages or others. 
Managers discussed the fact that selling strategies, in terms of inventory management and 
pricing, were set by general managers and/or firont office managers at the hotel unit level and 
communicated to the central RM team in order to implement them in the system.
Measurement and Evaluation
Ongoing controls and performance measurements were put in place in order to assess the 
benefits the pilot hotel units were gaining firom the RM system. Hence, the creation of the 
Benefit Analysis focus group aimed to evaluate whether or not hotels working with RM are 
out-performing those hotels manually managed. Talluri and van Ryzin (2005) and 
Lieberman and Raskin (2005) propose that managers should measure whether the benefits 
justify the investment by analyzing the RM investment before and after the implementation. 
They suggested that a parallel test of the new system versus the old system should be 
performed. Moreover, Emeksiz et al. (2006) emphasise the relevance of investigating RM 
activities and measuring the performance of the RM system’s success.
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Further, the participant hotel chain organised a review meeting nearing the end of the pilot 
phase of RM implementation. The purpose of this review was to build on the successes of 
the trial and identify what had worked well, what opportunities there were to do things 
differently, and to commence planning for the rollout project. Farrell and Whelan-Ryan
(1998) also suggest that the RM team needs to evaluate the system as a whole, in order to 
make new decisions, and revisions of procedures that have withheld the system’s 
effectiveness. In line with that, Jones and Hamilton (1992) stress the evaluation of the 
system in terms of its activities such as segments’ performance and forecasted demand, 
among others.
Through the interviews, it was identified that there were conflicting views among managers 
at head office and hotel units on the benefits of RM practices. The chain followed a risk- 
averse strategy throughout the implementation process, in order to minimise potential risks 
and threats. It also maintained a good rapport with the RM software supplier, in order to 
customise reports and functions in the RM system. Indeed, Orkin (1988) and Kimes (1989) 
have both stated the intricacy for hotels to directly follow the RM implementation and 
practices in the airline industry.
These findings, along with previous studies, support the gap which was identified in Jones’
(1999) model. This gap relates to the link between operational decision-making and strategic 
decision-making. It is highly relevant to measure the success of the RM system, its short­
term activities, and long-term decisions. Revenue managers must embrace more intelligent 
decision processes, which will sustain RM practices in the short-term (i.e. operational 
decision-making) and grow in the long-term (strategic decision-making). Thus, revenue 
managers need to give feedback on the long-term policies and procedures, leading to 
amending some of these decisions, which explains the re-direction of the arrow in the model.
8.1.2 Decision Support System
The decision system is supported by several RM tactics, which focus on specific strategies - 
forecasting, pricing, and inventory management - on a global RM team, the voice of
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customer input, and other tactics that address process, systems, strategy, and people (i.e. 
employees and customers).
Human Support
The current RM project emerged from the failure of a previous project which was disbanded 
due to a malfunction in technical resources. As a result, a new RM team at head office was 
employed to implement the new RM project and was given full empowerment as to the 
selection of 200 pilot hotel units. Moreover, head office executives adopted a positive 
approach towards communicating the implementation of the RM project, especially since 
employees were cynical because of previous failures. Consequently, they managed to raise 
people’s expectations, by appointing several RM champions (managers selected to drive the 
RM project and to assist in developing RM concepts among employees) for their 28 clusters 
(grouping of hotel units by geographical areas across the UK) in order to enhance the 
understanding and application of RM concepts and practices across hotel units. These 
findings are in line with Cross (1997:10) who suggests that “for every revenue-management 
project, a revenue management champion is one o f the most important components. ” 
Likewise, the research conclusions on employee involvement support Yeoman and Watson 
(1997), Donaghy et al. (1997) and Sigala et al. (2001) who recommend that a team approach 
is required in the implementation of RM in order to gain commitment and participation from 
all levels.
Unidom Hotels enhanced the yield culture created through training and staff development, by 
developing an identity for the RM system. This facilitated employee engagement and 
ensured an improved involvement in the system. In several studies throughout the literature, 
it is suggested that revenue implementation should not be regarded as simply investing in 
technology. Indeed, Jones and Hamilton (1992), Lieberman (1993) and Kimes (2002) 
recognized the relevance of human resource management as one of the essential factors along 
with the importance of developing a yield culture in the organisation. Indeed, those factors, 
pertinent to the participant hotel chain, determine the ultimate success or failure of the 
adoption and implementation of RM (Orkin, 1988; Kimes, 1989; Weatherford and Bodily, 
1992; Lieberman, 1993).
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Several factors were discovered to play major roles in the implementation of the RM system, 
these consisted of:
• The deliveiy of workshops and training sessions to general managers, front office and 
reservations employees.
• The development of an e-leaming content.
• The creation of a “revenue game” whereby employees solve hypothetical reservation
scenarios, and
• The conception of “talk lines” related to pricing and length of stay restriction 
controls.
These findings are in line with the suggestions of previous studies of RM on employees’ 
training and development (Brotherton and Mooney, 1992; Jones and Hamilton, 1992; 
Lieberman, 1993; Donaghy et al., 1997). Brotherton and Turner (2001:30) believed that 
successful RM depends on “a highly trained and motivated team o f staff and full attention 
must be geared towards the people element. ” Yeoman and Watson (1997) and Belobaba 
(2002) emphasized the importance of training the workforce in order to avoid the risks 
associated with RM adoption. Thus, structured training programmes are required as it is the 
responsibility of trained employees to accept or decline the recommendations made by the 
RM system in accordance with the hotel unit’s strategy (Donaghy et al., 1995).
In contrast with the operational framework and suggestions of Donaghy et al. (1995) to
implement a RM incentive scheme, the participant hotel chain does not intend to reward its
employees based on the sales produced on different demand levels for the hotel units. It 
would be too difficult to incorporate such a measure at head office and/or hotel units, as more 
than 50 percent of room sales are generated via the chain’s website.
Technology Requirements
Despite the increasing significance of the human resource element, technology in RM 
remains a core component of the system. The findings of the participant hotel chain 
addressed similar issues as in prior research (Jones and Hamilton, 1992; Donaghy et al., 
1995; Yeoman and Watson, 1997; Farrell and Whelan-Ryan, 1998). The chain recognised 
the need to upgrade the property management system and interface it with the revenue
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management system, and to allow the upload of data and recommendations. Farrell and 
Whelan-Ryan (1998) state that historical and current data must be collected and stored in the 
PMS, and made available for the RM system to establish forecasts and propose set of 
recommendations.
Reservations
Jones (1999) refers to this stage as being concerned with holding data on actual reservations, 
allowing operational decisions to be made. This data is also interfaced with the PMS and 
other systems at the hotel unit (i.e. housekeeping and food and beverage). This stage, 
concerned with accepting and/or rejecting advance reservations in response to customer 
requests, as well as recording and tracking denials, is not carried out by the case firm. 
However, it does emphasise the importance of suggesting alternative hotel choices to 
customers whose first hotel choice is not available. Since the participant hotel chain has 
several hotels geographically spread across the UK, this strategy aims at discouraging 
customers from booking with the competition.
Previous studies have not acknowledged the reservation booking process leading to three 
outcomes: customers accept the reservation offer; customers decline the reservation offer; 
and customers are denied a booking request. Consequently, the researcher addresses this gap 
in the literature, by identifying these three customer groups. This research will unveil the 
impact of RM practices on the behavioural intentions of the three customer groups (i.e. 
accept, decline and denied).
Demand Analysis
As suggested by Emeksiz et al. (2006), comparing forecasts between demand and capacity 
represents a core process in the RM deployment. Findings suggested that the budget hotel 
chain engaged in operational decisions and information analysis activities such as close/open 
rate availability, set overbooking levels and seasonal trends among others, which assist the 
chain in determining an accurate forecast. Further, the upgrade of the PMS allowed the hotel 
chain to collect information on actual demand, forecast demand, and compare actual and 
forecasted demand, in order to make it available to the RM system. These findings are in
210
Chapters Discussion
line with past literature (Jones and Hamilton, 1992; Donaghy et ah, 1995; Jauncey et al., 
1995; Hansen and Eringa, 1998). However, the tracking of declines and denials is not 
pursued by the participant hotel chain. However, recently, executives at head office have 
engaged in research to investigate lost business from users and non-users of the chain. Jones 
and Hamilton (1992) state that identifying demand patterns solely based on actual demand is 
misleading, as this fails to acknowledge turned away and/or declined business, which are 
components of potential demand.
The two-way link between demand analysis and operational decision-making, established by 
the researcher to fill the gap identified in Jones’ (1999) model, involves internal alterations 
to, and revision of the short-term procedures and tactics such as restrictions and rates. These 
amendments, which are influenced by the external environment and market conditions, result 
from demand analysis and actual reservations. The findings indicate that the automated RM 
system at the participant hotel chain allows data upload from the RM system to the PMS and 
vice-versa, after acknowledging these amendments. Managers revealed that this upload is 
managed at the central RM team in order to assess whether it matches with the requirements 
of each hotel unit. Thus, overriding the recommendations made by the RM system is 
possible when the central RM team judges these suggestions as inappropriate. Indeed, it is 
the responsibility of trained employees to accept or decline the recommendations made by 
the RM system in accordance with the hotel unit’s strategy.
Consequently, in the model, the arrow from reservations directed towards strategic decision­
making has been cancelled, as in practice, actual reservations do not imply any changes or 
alterations to the long-term strategies set by management in relation to RM techniques and 
procedures. Moreover, the literature does not address, neither support that link.
Feedback
Setting and developing feedback mechanisms, on a regular basis, appear to be crucial as the 
RM programme increases in sophistication (Liberman, 1993). These feedback systems not 
only enhance communication among employees and managers, but also encourage 
employees by providing them direction on how to proceed with RM strategies and tactics
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(Farrell and Whelan-Ryan, 1998). The findings support the literature as the central RM team 
provides feedback to each hotel units on their respective performance versus the competitive 
set, as a result of applying event pricing. In addition, a RM Healthcheck, which takes place 
twice a year, allows hotel units to review their strategies and enhance their performance. The 
feedback given by revenue managers at the operational decision-making level to the 
employees working directly with RM was not represented in the model of Jones (1999). 
Farrell and Whelan-Ryan (1998), Hansen and Eringa (1998), and Emeksiz et al (2006) 
discussed the importance of revenue managers to provide feedback, support and praise for 
their employees who are performing RM activities. Thus, this gap was overcome by 
identifying the link between operational decision-making (revenue managers) and human 
support (employees).
8.1.3 External Environment
Managers indicated the significance of monitoring the competitions’ pricing strategies, and 
customers’ feedback/comments on the pricing strategies applied by the participant hotel 
chain. Moreover, the Pricing Manager identifies potential factors in the market that are likely 
to influence demand such as events, in order to implement the appropriate pricing and 
inventory control strategies. Previous research (Farrell and Whelan-Ryan, 1998; Emeksiz et 
al., 2006) has also specified the relevance of external factors prone to affect demand for a 
property. Further, the importance of maintaining a value-for-money proposition to offer to 
customers is revealed through several means discussed above and in chapter six, which 
supports the findings of Yeoman and Watson (1997). However, no research has been 
completed by the budget chain hotel to recognise customers’ perceptions towards the revenue 
management system and its practices. This research seeks to overcome this omission.
This finding emerged from discussions related to the possibility to work with third party 
distribution channels and to embrace dynamic pricing. It appears that executives at head 
office are considering selling their inventories through online travel agencies in order to 
increase business volume and are looking into piloting dynamic pricing strategies in a few 
hotel units. Stakeholder respondents confirmed that executives have met several consultants,
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on different occasions, seeking advice and recommendations concerning these areas. This 
finding indicates a move away from the core strategy of the participant hotel chain. On the 
one hand, Unidom Hotels is looking into selling its inventory through third party distribution 
channels, which will results in discounting prices and paying commissions. On the other 
hand, considering the application of dynamic pricing to deliver high returns represents a 
departure from the budget pricing model. These findings indicate and reinforce the fact that 
the participant hotel chain is following the development of the low cost carrier business 
model. '
Customers
The implementation of revenue management has its drawbacks; one of these drawbacks is 
the potentially negative effect on customer relations that the practice engenders. There have 
been limited empirical studies investigating customers’ perspectives in the stream of RM 
research (Kimes, 2003; Wirtz et al., 2003). Indeed, it is only recently that a number of 
studies (for example, Heo and Lea, 2009; Martin et al., 2009; Noone and Mount, 2008) have 
investigated customers’ fairness perceptions towards RM pricing. This is rather a surprise 
considering the significance of research in the marketing field on the benefits of long-term 
customer relationships.
The budget hotel chain collected little data about the impact RM might have on its customers. 
The Head of Quality and Guest Insight, for example, asserted that “there has been an impact, 
but we haven’t done research to quantify it. ” Therefore, it is apparent that the chain pursued 
financial success through the management of revenue yield from a capacity viewpoint rather 
than the management of profit yield from customer relationships (Noone and Griffin, 1998). 
Thus, a debate in Unidom Hotels was addressed in terms of generating short-term revenues 
and maintaining long-term relationships with customers.
In the interviews, managers appeared not to have considered the impact of RM techniques 
and procedures on customers, particularly event pricing and restriction controls, however, 
some of the practices suggested otherwise. The Head of Revenue Management stated that 
there has been a ''two percent increase in sales and very little effect on customer perception ”,
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whereby customers’ response behaviour towards these practices indicates a shift towards the 
competitors. A customer may perceive the value of the service to be good, yet perceive 
payment equity (value-for-money) to be low due to a rate he/she judges to be too high 
(Capiez and Kaya, 2004). Moreover, the Head of Customer Contact Centre believed that 
there were few customer complaints about the application of event pricing and restriction 
controls. The Pricing Manager supported the above statement and from previous experience 
stated that most customers will accept prices offered to them as long as these prices are 
perceived as fair and acceptable. He further suggested that the budget chain ensures that its 
prices remain value-for-money compared to their competitors and stated that “it is only a 
matter o f re-education for them (the customers). ” Among the few interviewees who did 
express less concern about the impact event pricing and restrictions controls will have on 
regular customers, the Revenue Support Manager stated that their customers have already 
experienced variable pricing with other hotel chains and have become accustomed to this 
pricing strategy.
The findings from Unidom Hotels show evidence that the hotel chain had committed to a 
relational approach to their customers. Out of the considerable revenue management 
documentation studied at the head office level, there was a fair amount of documents 
suggesting that customers’ relationship value had been taken into account in RM practices. 
For instance, (1) customers were given a refund on the room rate if they have experienced a 
bad stay at the hotel. This refund was seen as an investment in customer loyalty instead of a 
cost, and aimed at differentiating the budget brand from its competitors and supposedly 
ensuring customer lifetime preference. Further, (2) a survey sent to customers a few days 
after their departure was compiled and provided the budget chain with information on 
satisfaction and value-for-money, allowing it to measure the impact of its pricing strategy on 
customers. This survey indicated the organisation’s commitment to retaining its current 
customer base, especially reflected in (3) its practice to provide customers with alternative 
hotel locations when the customer’s main hotel selection was not available. This latter 
practice was believed by the chain to reduce the risk of losing customers to the competition 
due to the chain’s wide geographical coverage. One major difficulty for hospitality 
businesses has been finding and retaining valuable clients (Vinod, 2004). Nurturing
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customer relationships is viewed as an investment that requires a short term sacrifice for 
prospective long term gains, which might be opposed to the day-to-day RM maximisation 
goal. The budget hotel chain had developed (4) ‘talk lines’, along with the workshops and 
training sessions, for its employees and managers to explain RM practices such as event 
pricing and length of stay controls, to customers and handle their complaints. Chio and 
Mattila (2005) found that providing information to customers about RM practices enhances 
their fairness perception of the practice. The findings here imply that in order to educate and 
inform customers about yield practices, internal customers should first be educated and 
convinced. This customers’ education appears to support Kimes’ (2002) findings on 
convincing customers that they are fairly treated. The potential conflict arising between RM 
and customers has been identified in RM studies (Kimes and Wirtz, 2002; Wirtz et al., 2003). 
Prior research has endeavoured to harmonise RM and customers by identifying the areas of 
conflict and by providing possible strategies to reduce and overcome those conflicts at an 
operational level.
According to the interviews, managers thought there are other factors, besides RM practices, 
that are considered more important to the customers, such as noise control and comfort. 
These factors are usually rated by customers in the guest satisfaction survey, in order to 
access their overall satisfaction. In contrast, the literature suggests that when a customer- 
oriented organisation implements a RM system, a series of customer conflicts can arise that 
may be detrimental to the organisation’s long-term success. Indeed, generating and 
maintaining positive perceptions of price fairness can result in enhanced customer 
satisfaction and profitability (Kahneman et al., 1986b, Thaler, 1985). Hence, the findings of 
Homburg et al. (2005) reveal that as customer satisfaction increases, the negative impact of a 
price increase is weakened.
To conclude, the above findings demonstrate key results related to operations management 
paradigm, disregarding customers’ perceptions towards RM practices within the marketing 
management paradigm. The findings from Unidom Hotels are in line with previous research 
and support the objective identified in chapter one of the research: “to investigate the
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implementation of revenue management in one of the UK’s leading budget hotel chains,” 
Having proposed and tested the revised hotel revenue management model on the budget hotel 
chain, key insights have been discussed and highlighted. The implementation process 
appears to be a challenging and complex task. The budget hotel chain’s risk-averse strategy 
assisted the systematic deployment, which was associated with several learning outcomes 
and lead to revisions in short-term decisions and evaluation of long-term strategies. Indeed, 
Unidom Hotels have identified key successes in the implementation of Phase One of the RM 
project in terms of executives’ commitment, training efforts, yield culture, and process 
evaluation. However, it has also identified opportunities to improve the RM deployment in 
the remaining hotel units.
These conclusions illustrate that managers at the budget hotel chain believed that RM 
practices had a slightly negative impact on customers, which is a result of a lack of research 
into customers’ perceptions and behavioural intentions. RM practices, especially the 
dynamic or variable pricing strategies, might alienate the relationship between the hotel and 
the customer. The shifting expectations of customers and the changing nature of the 
competition imply that the hotel relationship with customers is becoming ever more 
significant. The following section illustrates the mixed customers’ perceptions and 
behavioural intentions towards revenue management practices.
8.2 Diversity in Customers’ Perceptions and Behavioural Intentions
The study investigated the relationship between hotel revenue management pricing practices 
and the implications of this on customer behavioural intentions. It builds on prior research 
that suggests that consumers’ perceptions of fairness may influence their reactions to price 
changes and impact their relations with the hotel chain. This section reviews the effects RM 
has had on customers’ behavioural intentions. The discussion is founded on the empirical 
findings from the web-based survey and the subsequent telephone interviews conducted with 
customers.
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8.2.1 Impact of Pricing Information
The majority of customers indicated through the telephone interview that their price 
perception and judgement is influenced by the pricing information provided to them. Indeed, 
customers who received no information about RM practices generally thought the process 
was unfair. It appears to be significant to clarify to customers the hotel’s pricing policies as 
it enhances their perceptions of procedural fairness. In other words, respondents of the 
follow up study stated that they prefer to be given an explanation as to why rates are different 
across different nights and/or stays: “we find it very hard to identify the trends and 
fluctuations in room prices”, “why do I  have to pay £20, £40 or £50 to stay in the same 
room; I  don’t have a clue why this is happening”. This finding supports the notion that 
pricing information presented in a highly transparent form can carry more persuasive power 
(Miao and Mattila, 2007; Mathies and Gudergan, 2007; Rohlfs and Kimes, 2007). The 
implication of this finding is that the hotel chain needs to justify the factors leading to the 
price increase to boost customer acceptability (Vaidyanathan and Aggarwal, 2003; Homburg 
et al., 2005). Whilst the hotel chain provides its employees with scripts (talk lines) about RM 
policies and practices, to assist them in explaining the technique to customers in sufficient 
detail, this does not help website users. As more than 50 percent of bookings are electronic, 
there is an opportunity to offer a detailed description for each rate to help customers 
understand the practice and to enhance their perceptions of RM.
The study of internal reference prices is a well-established discipline and a significant body 
of literature support the notion that people make judgments based on the comparison of a 
product/service to an internal reference price (see for example, Kahneman et al., 1986; 
Keaveney, 1995; Bolton and Lemon, 1999; Oh, 2003). The results here indicate that the 
primary reason for customers to decline a reservation offer is price (first users: 59.7% and 
regular users: 41.9%). Keaveny (1995) found that more than one third of the customers 
switched because quoted prices exceeded their internal reference price. These findings 
indicate that customers viewed Unidom Hotels as more expensive than its competitors, which 
was overlooked by managers who assumed that price perceptions would not be an issue when 
practicing variable pricing strategies. When asked to compare the current quoted price with
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previous stays at Unidom Hotels, regular users of the hotel chain, who successfully made a 
booking, perceived the price to be “slightly expensive/about the same” (M=2.84) they are 
willing to pay. Moreover, they were asked to evaluate the price they have paid for the room, 
and their responses were rather moderate (M=3.15) and believed the price was up to their 
expectations. This indicates that customers are accustomed with either the chain’s pricing 
structure or the “upper-tier” budget hotels’ pricing strategies, which has led to the 
establishment of their reference price.
The follow-up interviews showed that few customers compare the quoted price with 
reference points such as past prices of Unidom Hotels and its competitors’ prices, supporting 
the findings of Bolton et al (2003) who found that customer’s knowledge of past and 
competitors’ prices contributes to perceptions of price fairness or unfairness. Indeed, a 
customer noted that “historically, Unidom Hotels is more expensive for offering something 
similar to their competitors ”, and emphasised that the price discrepancy between the hotel 
chain and its competitors is not due to the current recession the market is witnessing, which 
leads hotels to decrease/discount their rates to boost demand. This result is supported by the 
apparent price sensitivity approach displayed among the statement of several respondents in 
the follow up study, when they were asked to indicate the type of hotels they stay at when 
away from home: “I  will obviously try to find something fairly cheap ”, “whoever offers me 
the best packagQ”, and “I ’m usually price driven”. Moreover, respondents of the follow-up 
study were asked about the maximum and minimum price they would pay for a room at the 
hotel chain, and the responses varied, ranging from £30 to £120 per night, as customers 
indicated that it depends on location and competition. This finding supports the notion of 
internal reference price that is adjusted based on past observed prices (Popescu and Wu, 
2007), on competitors’ prices and previous transaction with the participant hotel chain (Wirtz 
et al., 2003; Bolton et al., 2003).
First users of Unidom Hotels, who successfully made a booking, thought that the price 
quoted was slightly higher than what they expected to pay (M=2.85). The literature 
(Boulding et al., 2009) denotes that in the absence of prior transactions with an organisation, 
the expectations of customers about the price emerges fi*om various information sources such
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as external communication of the hotel chain, prior exposure to competitive services, 
publicity and so on. The wide geographical spread, the intensive communication, and its 
market positioning as the leading UK budget hotel chain are factors that assist customers in 
evaluating and judging the price fairness perceptions of Unidom Hotels. Furthermore, hotels 
within the same market are influenced by each other’s price changes, which results in 
customers reacting to these price variations (Vaidyanathan and Aggarwal, 2003) as their 
reference price is altered. Indeed, following an aggressive advertisement campaign launched 
by the competitor, Unidom Hotels were forced to react and discount some of their properties 
to remain competitive. Thus, the internal reference price of customers, whether regular users 
or first users of the hotel chain, will be shaped according to the pricing practices of Unidom 
Hotels, its competitors and prior customers’ experiences.
These findings strengthen the belief that if the hotel chain wants to positively influence 
customer perceptions of the fairness of a price change, it needs to highlight the causes behind 
the variation (Choi and Mattila, 2005; Shehryar and Hunt, 2005). This will minimise the risk 
of customers switching to another provider should RM practices reveal inconvenient to their 
reservation booking process. As customers are more likely to search for information when 
price inconsistencies occur, the hotel chain should switch their attention away from prices to 
focus on the value that they provide (Xia et al., 2004).
8.2.2 Effects of Price Fairness Perceptions
There are mixed responses concerning the fairness perceptions of price on customers’ 
relations with the hotel chain. On the one hand, some respondents of the follow up study 
believe that when the participant hotel chain has increased prices to take advantage of an 
increase in demand or a scarcity of supply, without a corresponding increase in costs (e.g. 
refurbishments), they perceived the new higher prices as unfair. Indeed, a respondent stated: 
“I  felt frustrated”. Moreover, customers refuted the notion that they have to pay an event 
price premium when they are not concerned with the event taking place in the 
area/destination where they wish to stay. They perceived such a practice as unfair and 
refrained from completing a booking. This finding contradicts the results of Vaidyanathan
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and Aggarwal (2003) who observed that a price increase triggered by causes external to the 
seller would be perceived fairer than when the price increase is not related to any cause. 
However, these results are consistent with the findings of Kahneman et al. (1986a/b), Kimes 
(1994), McMahon-Beattie et al. (2002), and Wirtz et al. (2003). Furthermore, some 
customers, who were interviewed, mentioned that Unidom Hotels’ prices are always higher 
than their willingness to pay and their expectations.
On the other hand, respondents also themselves contradict this, as they also perceive room 
pricing, based on RM principles, to be fair. The majority of respondents of the follow up 
study referred to the pricing practices as “good value for money”, “reasonable for what you 
get” and “quite acceptable for what you get in return”. Furthermore, the web-based survey 
respondents reflected a positive evaluation and perception towards the fairness of the room 
price on the booking they have made (M=3.52 for regular users and M=3.40 for first users). 
Customers believed that a price increase caused by factors external to the hotel chain (i.e. 
conference in tovm, increase in demand by location and days of the week, all leading to the 
application of event pricing) would be perceived fairer than when the price increase cannot 
be associated to any cause. These findings are consistent with the studies of Choi and 
Mattila (2004, 2006), and Rohlfs and Kimes (2007) who denote that explaining rate policies 
and their restrictions to customers, and the motivation behind them, allows customers to see 
those policies as acceptable, reasonable and fair, thereby exerting some control over 
customers’ reference point formation. The study of Emeksiz et al. (2006) found that when 
customers receive room rates that are higher than the rate they received on a previous 
booking (expectation-based comparison), they did not perceive this practice to be less fair 
than when they received a similar rate to the previous booking. This result might be due to 
the fact that customers, engaging in a positive and satisfactory experience with the participant 
hotel chain during repeated transactions, may assume that a price increase occurs for 
legitimate reasons, when the reason for the price increase is in fact unknown.
220
Chapter 8 Discussion
8.2.3 Familiarity with RM Practices
It was found that a number of respondents who were familiar with RM practices were not 
significantly affected by restriction controls or pricing conditions and did not perceive the 
practice to be unfair. Indeed, they revealed through their responses their understanding of the 
RM concept, as they referred to price differences associated with different locations across 
the country. Respondents of the follow up study perceived the price variance strategy across 
different times and stay as acceptable. They indicated that they expect to pay more as 
demand increases depending on the location (i.e. London or outside London), season, and 
days of the week (i.e. weekend versus mid week). These findings are in line with Wirtz and 
Kimes’ (2007) and Kimes (2002) studies.
Conversely to the above, other interviewees, familiar with RM practices, did not perceive the
prices as fair and stated:
“It is difficult to say why they put the price up, maybe for key events, but I  don’t think 
that this is very fair
As a result of applying prices based on an event in town, customers chose to book with
another provider, as they thought it was not fair to pay a higher price due to an event, when
they were not concerned with that event. When asked to describe their experiences and
views about different prices quoted across days within one stay, a customer noted that:
“... One o f the rooms was for £19 and one for £29 exactly the same room type and 
the same night. I  think they (the hotel chain) have several prices and so many rooms 
at specific prices, and once they have sold out, they increase the prices to the next 
level”.
In this case, the customer successfully completed the booking with that hotel chain despite 
the price differential. This finding contradicts the empirical studies found in the literature. 
Vaidyanathan and Aggarwal (2003) observed that a price increase triggered by causes 
external to the seller would be perceived fairer than when the price increase is not related to 
any cause; and a number of authors (Kahneman et al., 1986a; McMahon-Beattie et al., 2002) 
found that price increases are fairer when cost-driven rather than when demand driven. 
These results might stem firom the research being conducted in a context-specific hotel 
sector, and for a short period of time.
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Customers less familiar with the practice do not understand why they are paying a higher rate 
or why they cannot stay for one night only. Therefore, their perceptions of the practice as 
unfair become the likely outcome. Thus, familiarity with revenue management practices has 
been shown to influence customers’ perceptions of pricing (Wirtz and Kimes, 2007; Noone 
and Mattila, 2009).
The continuous fluctuations of rates, availability, and restrictions, which are inherent in RM, 
have lead to fairly educated customers who identify patterns in hotel offers as they have 
become more exposed to the practice of revenue management. Hence, as suggested by 
Kimes (2002), perceived unfairness of a price may decline over time.
8.2.4 Behavioural Intentions
Strategically applied, revenue management should comprise considerations of not only 
increased revenue for the hotel chain, but also better customers’ behavioural intentions (as 
they represent the key to long-term success). This research indicates that price is an 
additional factor to be considered in the marketing literature, in order to understand customer 
defections from service organisations.
Research in the areas of customers’ behavioural intentions towards revenue management 
pricing practices has not received a sufficient degree of empirical attention. This study 
indicates that customers booking statuses (i.e. accept, decline and denied) have a strong 
effect on their behavioural intentions towards the hotel chain, a feature ignored by managers 
as they have grouped their customers together in previous studies. Undoubtedly, customers 
who successfully made a booking (i.e. accept) displayed strong and positive behavioural 
intentions. Surprisingly, customers who were denied a reservation request achieved the 
second highest scores, and customers who declined a reservation offer also displayed positive 
results. Overall, 79.5% of customers (N=1137) are likely to repurchase, 69.5% are likely to 
recommend, and 67% are likely to say positive things about the hotel chain. These results 
indicate that customers regard Unidom Hotels highly; however they are prone to switch to 
the competition when they perceive RM practices at Unidom Hotels as unfair.
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A correlation analysis was performed to test the textual research question Q1 on customers 
who have successfully made a booking, and resulted in strong and positive relationships 
between price fairness and behavioural intentions (r=0.526). This finding supports the 
conclusion of Bolton and Lemon (1999) who deducted that favourable price fairness 
perceptions positively moderate customers’ intention to return. Almost no association was 
noted between price expectations and behavioural intentions (r=0.165). This result might be 
related to the notion that customers have engaged in prior transactions with the participant 
hotel chain and have established reference transaction and reference price, thus being 
exposed to its pricing structure. Moreover, as the budget hotel sector represents the scope of 
this study, its pricing variation might not change largely (unless in city centres) and provoke 
different price expectations, to offset the behavioural intentions of customers. Indeed, as the 
recession becomes more pronounced, discounting was witnessed in the budget hotel market 
with prices ranging from £9 to £29 (Mintel Budget Hotel Report, 2009). These results 
answer the textual research question Q1 that price fairness has a stronger and more important 
positive impact on behavioural intentions than price expectations.
Moreover, a Chi-square cross-tabulation test was carried out to test the textual research 
question Q2 which entails investigating the pattern of two customer groups: decline and deny 
customer statuses, in terms of RM pricing practices and behavioural intentions. The findings 
indicate that decline and deny customer groups display negative and unfavourable 
behavioural intentions towards Unidom Hotels as they perceive the actual price quoted to be 
unfair. The results indicate that customers who declined a reservation offer because of price 
are extremely unlikely to repurchase (72%), recommend (73.3%) or say positive things 
(75%) about Unidom Hotels. In line with that, customers who have been denied a 
reservation request and declined the alternative hotel that was suggested because of price are 
unlikely to repurchase (50%), recommend (33.3%) or say positive things (33.3%) about 
Unidom Hotels. These results are in line with prior research which showed that unfair price 
perceptions influence purchase intentions, complaints, negative word-of-mouth and customer 
satisfaction (Noone and Mount, 2008; Campbell, 1999; Huppertz et al., 1978), and that price 
perceptions have direct negative effect on overall customer satisfaction and behavioural 
intentions (Varki and Colgate, 2001). Furthermore, Unidom Hotels neglected to provide
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pricing information to its customers to justify price increases (procedural justice) and lessen 
their unfavourable perceptions of price. The review of the literature in chapter three reveals 
that price information presented to customers impacts positively their perceptions of fairness 
and willingness to pay (Miao and Mattila, 2007; Choi and Mattila, 2005, 2004; Kimes and 
Noone, 2002; Kimes, 1994).
Customers, whose reasons for declining the reservation offer were unavailability at their first 
choice hotel; inappropriate location of the alternative hotel; and gathering information on 
price and availability, did not display negative behavioural intentions towards the hotel chain. 
As a result of being unable to book, customers who stated that they will book with another 
hotel chain displayed negative behavioural intentions. However, customers who mentioned 
that they will book with Unidom Hotels at a later time and/or will look at other hotels’ 
websites indicated positive behavioural intentions. These findings imply that deny and/or 
decline customer groups regard decisions made based on reasons external to Unidom Hotels 
as fair and acceptable, supporting the theory of procedural justice (Smith et al., 1999). In line 
with that, a price increase is justifiable, when the locus of causality is external to the 
organisation (Vaidyanathan and Aggarwal, 2003). As a result, their behavioural intentions 
towards the hotel chain are not impacted negatively (Cox, 2001).
Regular users do have preferential views towards Unidom Hotels even though the hotel chain 
engages in RM practices, they have been exposed to different prices across different stays or 
times, and they have declined or been denied a reservation. However, these favourable views 
are not maintained when prices highly increase and are perceived by these customers as 
unfair, unacceptable and unreasonable, as expressed by the follow-up study respondents. 
This finding fully supports the study of Martin et al. (2009) which found that preferential 
views of loyal customers with regards to price fairness are cancelled under high price 
increases. The magnitude of this price increase is not discussed in the survey or the 
subsequent telephone interviews. The reputation of the budget hotel chain might have 
impacted customers’ fairness perceptions (example: “I  have fairly high regard for the 
chain”), which supports Campbell’s (1999) conclusions. Therefore, the participant hotel 
chain should take note of how regular customers react to price increases, as the latter can
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result in strong perceptions of unfairness among customers. Thus, hotels raising their prices 
even in relatively small amounts should ensure that they provide customers a justifiable 
reason for price increases. It is also important to acknowledge that customers holding 
Unidom Hotels’ business account cards might impact their behavioural intentions and 
enhance their preferential views towards the budget hotel chain. Indeed, this card is provided 
to large organisations to assist them in managing the travel expenses of their employees, who 
do not need to pay and claim for the expenses incurred on a business trip.
Few respondents of the follow-up study stated that when the participant hotel chain has 
increased prices to take advantage of an increase in demand or a scarcity of supply, they 
perceived the new higher prices as unfair. Consequently, concerns on negative fairness price 
perceptions might arise, affecting negatively behavioural intentions. This finding supports 
Choi and Mattila’s (2005) results about customers, unfamiliar with variable pricing, may 
assume that the hotel behaved unfairly or even opportunistically in their behalf to gain 
additional profits. This is also in line with the dual entitlement theory of fairness perceptions 
(Kahneman et al., 1986a) whereby customers recognise an inequality in the transaction with 
the organisation, as both should be entitled to a reasonable price and profit. Moreover, 
respondents of the follow up study mentioned that Unidom Hotels’ prices are always higher 
than their willingness to pay and their expectations, thus, customers switch services for price- 
related reasons. This finding is consistent with the study of Keaveney (1995) who found that 
even when satisfied with a service provider, customers may switch providers on the basis of 
price; this proposition implies a need for careful management of pricing policies.
The study findings reveal that there are several groups of customers; each has their distinct 
profile, in terms of their different levels of behavioural intentions towards the participant 
hotel chain. The results denote that customers who have successfully made a booking 
display positive and strong behavioural intentions and perceived the price to be fair. 
However, customers who declined a reservation offer and those who were denied a 
reservation booking because of price did not perceive the practice to be fair and projected 
negative and strong behavioural intentions. These findings contradict with some managers’
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perspectives on the impact event pricing application has had on customers who believed that 
the impact was minimal, with a limited effect on customers’ perceptions, as few customers 
were lost to the competition. Through the investigation, it has come to light that the budget 
hotel chain has adopted some of the low-cost carriers’ (LCC) operational features and 
developed a variety of modifications to its own characteristics. The next section 
demonstrates how this budget hotel sector, initially known for its simplicity, is departing 
from its core concept.
8.3 Full-Service Model
The budget hotel sector has grown, while the full-scale and mid-scale hotel sector has 
experienced a declining market due to changes in the market conditions and the economic 
climate. This section will evaluate the departure of the budget hotel sector from its core 
concept towards the full-service model.
8.3.1 Outlookof Unidom Hotels
Growth within the hotel industry is continuing despite the recession, as the budget hotel 
sector remains the largest contributor. Unidom Hotels have reported an increase of six 
percent in like-for-like sales, with the opening of 55 new hotels, equivalent to 4,553 rooms in 
the 12 months up to March 2009 (Chain’s documents). These findings support the reports of 
industry experts (Mintel, 2009; TRI HotStats, 2009), which reveal a growth of nine percent 
in terms of room numbers witnessed by the budget hotel sector, compared to less than one 
percent for the full service hotel sector. According to the Chief Executives of both leading 
UK budget hotel chains, the sector is not recession-proof but definitely recession-resilient, as 
sales numbers have remained positive over the past couple of months of 2008-2009 (both 
chains’ documents). Thus, Unidom Hotels appear to be resilient to changes in the market.
In tough trading conditions, Unidom Hotels outperformed the competition on RevPar by 
recording an additional £4.9 to reach a RevPar of £41.15 in February 2009 (Chain’s
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documents). According to industry experts, the hotel chain’ RevPar appears to be among the 
most resilient in the world (The Independent, 2009). Furthermore, the budget hotel chain 
implemented several strategies to enhance its performance as the economic crisis became 
deeper. These measures include an expansion of the business account card through a 
strengthening of the sales force, discounted rates for a limited period of time on selected 
locations, a distribution of inventories on third party channels, and an aggressive marketing 
campaign (chain’s documents). These strategies may inevitably reinforce the brand 
recognition in customers’ minds.
The findings of this study show that the growth strategies of Unidom Hotels reflect the 
general opinions of the previously formulated academic research and industry reports. The 
budget hotel sector is expanding at four times the rate of the rest of the UK hotel industry and 
has yet to reach maturity (Mintel Budget Hotel Report, 2009; TRI HotStats Budget Hotels 
UK, 2009). Unidom Hotels acquired existing properties, as seen in April 2008, when it 
invested £18.5 million to take over three UK properties in London, adding over 400 rooms to 
its portfolio (Telegraph, 2008). In the pipeline, Unidom Hotels has 75 hotels, equivalent to 
10,000 rooms and is looking ahead to grow through long-term expansions. The potential 
new sites will be acquired either through converting existing properties or through 
constructions of new sites as costs have decreased. These findings are in line with the 
forecasts of industry experts and consultants who stated that budget hotels are expected to 
grow in markets where they have no presence yet and particularly in London to meet the 
demand for the 2012 Olympics (Mintel, 2009; TRI HotStats, 2009). These approaches to 
development have led to the rapid expansion of the budget hotel sector in the UK.
Despite difficult market conditions, Unidom Hotels has continued to display positive results 
and add new properties to its portfolio, hence, reinforcing the fact that this sector is resilient 
to the recession.
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8.3.2 Customers’ Perceptions of Unidom Hotels
The outlook for Unidom Hotels seems encouraging as the hotel chain will benefit from the 
potential of both corporate and leisure customers downscaling from a mid-market product to 
a budget product, conclusions supported by the literature review (Deloitte, 2009). As a result 
of the recession, customers who typically stayed in mid-scale hotels are trading down to 
budget hotels in an effort to save money, and subsequently find it hard to rationalise staying 
in mid-scale when all their requirements are being met by the budget hotel sector. Moreover, 
a large percentage of mid-scale hotels might find it difficult to survive the recession, leaving 
them susceptible to acquisition from rivals. This reveals to be a great opportunity for 
Unidom Hotels to take over and convert these properties. Therefore, the market might 
witness a polarisation between the luxury and the budget hotel sectors as the Chief Executive 
of Unidom Hotels stated that its organisation aims at attracting the market share for mid-scale 
hotels, leading the latter to be phased out.
The evolution of the UK leading budget hotel chain is partially attributed to its engagement 
in pursuing the business model of LCCs, which lead to its success in attracting more demand 
to its hotel units. The literature review explains that LCCs have increased the awareness of 
value-for-money travel and cost conscious travellers, making it absolutely suitable to select a 
budget hotel when scheduling a leisure or business journey (Leaver, 2002). The review of 
the chain’s documents and the interviews conducted with its customers indicate that business 
customers, who are willing to pay £69 per night, have chosen Unidom Hotels as their 
preferred branded budget hotel chain. Moreover, findings of the web-based survey denote 
that a large proportion of regular customers display high preferences for Unidom Hotels, thus 
leading to positive behavioural intentions. Further, the chain’s documents indicate a year-on- 
year increase of four percent in attracting and retaining first time customers. The results of 
the web-based survey reveal that 79.5% of customers are likely to stay at Unidom Hotels and 
69.5% would recommend the hotel chain to others. However, some customers, interviewed 
following the completion of the web-based survey, viewed Unidom Hotels as more 
expensive than its competitors, while it offers the same product. The mixed perceptions 
indicate that Unidom Hotels’ market positioning is blurred. Customers appear to be unable
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to identify the different categories within the budget hotel sector as denoted in the literature 
and to recognise that the hotel chain provides additional facilities (for example Wi-Fi, 
conference rooms, plasma screens, automated check-in, hotel units in city centres) than those 
found in the competition.
There are evidence provided by consultants and industry experts, that demand for the budget 
hotel sector will continue to increase (Mintel, 2009; TRI HotStats, 2009). Unidom Hotels, 
the UK leading budget hotel chain, is well-established to benefit from this growth as it 
reinforced a strong branded product through its extensive geographical coverage. However, 
its market positioning remains questionable, albeit the hotel chain maintained high customer 
ratings for value-for-money.
8.3.3 Desire to Implement Dynamic Pricing
The rapid growth and success of the budget hotel sector may be indicative of changes in 
customer behaviour. A shift towards the acceptance of LCCs pioneered the value-driven 
business model employed by Unidom Hotels today. Likewise, the widespread presence of 
Internet access within customer homes means that the online reservation systems utilised by 
budget hotels are in constant demand. Indeed, more than 50% of reservations are generated 
via the budget hotel chain’s website. Moreover, Unidom Hotels are considering selling their 
inventory on third party distribution channels to increase their profits during periods when 
demand is low.
There was no differential pricing enacted in Unidom Hotels as properties were all initially 
located on secondary sites (i.e. motorways). Room rates for these hotel units were largely 
identical. However, with the advent of the successful LCCs business model, budget hotels 
started adopting some of its feature such as different locations into the city centre, flexible 
and variable prices, among others. Likewise, dynamic pricing has been practiced by Unidom 
Hotels with the implementation of event pricing, which allowed a premium to be added to the 
rate whenever an event took place in the area. Unidom Hotels is considering moving towards
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demand-led pricing and applying dynamic pricing during weekends, where discounted prices 
will be charged, and during high demand periods, where a premium will be charged.
These strategies indicate a move away from the simplicity of budget hotels known for their 
fixed pricing structure. Unidom Hotels evolved from providing clean, comfortable and 
standardized rooms with limited facilities and services at low fixed prices, to offering several 
range and types of services with varying pricing structure.
8.3.4 Evolution to a Full Service Model
As mentioned in the literature review (see Brotherton, 2004; Imrie and Fall, 2001, Johnson 
and Clifton, 1996), budget hotels lack the facilities often found in full-scale and mid-scale 
hotels such as gyms, business centre, amenities and many others. Unidom Hotels has taken 
this concept to its logical conclusion. For instance, in a report commissioned by Unidom 
Hotels, the hotel chain sent a survey to its male customer base sample, requesting them to 
identify the popularity and usage rate of shavers. It was found that customers were not 
interested in using the shavers and bearing the costs carried on to the room rate. By cutting 
costs in this fashion, Unidom Hotels has been able to lower its operational costs, and 
therefore generate higher profits.
Unidom Hotels has pursued the business model of LCCs by modifying some of the generic 
operational characteristics of budget hotels, discussed in chapter four. The adopted new 
features are discussed below:
• Unidom Hotels emphasised on establishing a strongly branded product where it
aimed at strengthening and reinforcing the brand in customers’ minds through several 
channels of marketing distribution. The characteristics conveyed in the 
communication message include reliability, security, value, cleanliness and price 
affordability. ^
• The budget hotel chain developed extensive geographical coverage, which represents 
the spread of hotel units, sometimes at close proximity, in areas with little or no 
tourism such as motorways, in city centres, and in destinations such as resorts. This
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hotel network serves to heighten brand recognition in customers’ minds, and allows 
cross-selling when the customer’s first hotel choice is not available.
• Despite the fact that Unidom Hotels have maintained a relatively limited service, it 
enhanced its hotels’ operation in key city centres, by adding conference facilities and 
coffee shops. The hotel chain was even considering offering a complementary basis 
WIFI to its customers. These added facilities seem to be forgotten when customers 
evaluate and compare the pricing and restrictions strategies adopted by the hotel chain 
with the competition.
• As discussed previously, the implementation of dynamic pricing strategies at Unidom 
Hotels provided less assurance for customers since the latter cannot receive the same 
price in different locations of the budget hotel chain. However, customers had 
already experienced this pricing strategy with competitors and with LCCs, thus 
becoming familiar with the practice.
• Unidom Hotels distributes its inventory via its direct website, which accounts for 
more than 50% of all its bookings. Furthermore, it is also considering working with 
third party distribution channels.
As a result of these product offering modifications, one can conclude that the market 
positioning of the budget hotel chain remains blurred in customers’ mind. This may indicate 
a decrease in customer satisfaction and value-for-money perception in the longer term as a 
result of the dynamic and variable pricing strategy adopted by the hotel chain. Thus, Unidom 
Hotels is departing from its core concept which revolved around simplicity, to evolve into the 
full service hotel model.
Branded budget hotels are not only dominating the market and further strengthening their 
leading positions, but also showing their good potential for further development. The end of 
the budget campaign is absolutely nowhere in sight. Unidom Hotels achieved a positive and 
strong performance, appeared to be resilient to the economic downturn, and is highly 
perceived by customers. The UK leading budget hotel chain moved towards differentiated
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strategies to acquire market share from the mid-scale hotel sector and remain competitive in a 
dynamic and challenging environment.
8.4 Conclusion
This chapter compared the findings to previous research, identified some consistencies and 
inconsistencies, and shared some commonalities with prior studies. The discussion revolved 
around three themes:
1.Revised Reve nue Management Model:
• The implementation of revenue management was successful since the project 
received total business engagement from top management and operational managers.
• A yield culture was seen to be developing within the organisation, helping to improve 
RM understanding and its financial benefits to the operation.
• While the application of RM pricing and restriction controls might cause customers to 
perceive the transaction as unfair, this study provides mixed evidence, from the 
managers’ perspectives, of the impact these practices have had on customers.
• Overall, there is a lack of awareness and need for research in the chain to really 
quantify the impact of RM practices on customers.
2.Diver sity in Customers’ Perceptions and Behavioural Intentions:
• Since managers adopt short-term transactional approach to sell the hotel inventory on 
a daily basis, negative impacts on customers’ behavioural intentions towards the 
chain are often caused.
• Whilst some managers stated that RM decisions had no impact on customers’ 
perceptions, others asserted that there has been a drop in scores in guest 
recommendations and in their views on value for money.
• From the customers’ perspectives, it was noted that they prefer to be given full 
pricing information when booking a hotel room, which enhances their fairness price 
perceptions.
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• RM pricing decisions and strategies should be made with a consideration to the need 
to communicate the price and the reasons behind it.
• Customers who were familiar with RM practices were not significantly affected by 
restriction controls or pricing conditions, and perceived the practice as fair.
However, the study did not show support for past research on some aspects:
• It revealed that perceived motive fairness plays a role in determining customers’ 
behavioural intentions after a price increase occurs.
• RM appears to have played a supportive role in customers’ behavioural intentions. 
However, few customers did not perceive the practice as fair, which impacted 
negatively their behavioural intentions.
3.F ull Service Model:
• Unidom Hotels appeared resilient to the recession, developed expansion plans to 
increase its portfolio, and maintained high customer ratings for value-for-money.
• The UK leading budget hotel chain moved towards differentiated strategies to acquire 
market share from the mid-scale hotel sector and remain competitive in a dynamic 
and challenging environment.
The final chapter draws conclusions and limitations from the study undertaken, presents the 
contributions made, suggests recommendations, and identifies future research areas.
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Chapter 9 
Conclusion, Recommendations, Future Research
9.0 Introduction
This final chapter of the thesis consists of four main sections. The first and second sections 
highlight respectively the theoretical contributions and managerial implications of the study 
to the hotel industry, to budget hotels, and in particular to the participant budget hotel chain. 
Finally, the chapter concludes with the limitations of the research and provides 
recommendations for future research.
9.1 Conclusion of the Research Study
The current study presented on the one hand the research findings emerging from the 
investigation of the implementation of a centralised RM system and its impact on customers’ 
behavioural intentions from the managers’ perspective at Unidom Hotels. The organisation 
believed that by implementing the RM system, it could overcome the limitations of previous 
approaches to managing revenue and occupancy manually. Indeed, the deployment of the 
RM system has helped the chain better manage the demand by LOS, allowed acceptance of 
bookings based on customer value versus rates, hence reducing shoulder periods and 
turnover costs, and has strongly impacted Unidom Hotels’ sales and improved their 
profitability.
Developing a yield culture and implementing a centralized RM system was contextually a 
challenging task. The fixed pricing strategy has served the budget brand well and helped it 
develop as the leading brand. However, a desire to expand occupancy over weekends and 
shoulder periods and increase revenues overall have lead the organisation to move from fixed
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pricing to dynamic pricing. It has also begun working with third party distribution channels. 
Those respondents more involved in RM practices were of the view that customers would 
accept the dynamic pricing practice as part of the RM programme. However, those in more 
customer-oriented roles were worried about the negative perceptions that customers may 
have of the dynamic pricing practice.
The current study provides on the other hand empirical evidence that hotel revenue 
management pricing practices impact customers’ perceptions and behavioural intentions in 
the budget hotel sector. The following section will integrate and synthesise the perspectives 
of both stakeholders and customers concerning the impact of revenue management practices 
on customers.
The study findings reveal that there are several groups of customers; each has their distinct 
profile, in terms of their different levels of behavioural intentions towards the participant 
hotel chain. The results denote that customers who have successfully made a booking 
display positive and strong behavioural intentions and perceived the price to be fair. 
However, customers who declined a reservation offer and those who were denied a 
reservation booking because of price did not perceive the practice to be fair and projected 
negative and strong behavioural intentions. These findings contradict with some managers’ 
perspectives on the impact event pricing application has had on customers who believed that 
the impact was minimal, with a limited effect on customers’ perceptions, as few customers 
were lost to the competition.
Through the investigation, it has come to light that the budget hotel chain should not charge 
excessively high prices for its product. This sector is considered very competitive and price 
is a crucial tool for attracting and keeping more or less price sensitive customers. Therefore, 
the premium price strategy adopted, when it exceeds customers’ reference price, will affect 
negatively customer perceptions and their behavioural intentions towards the chain. 
However, the findings indicate that customers are willing to repurchase and recommend the 
participant hotel chain in the future even when price increases, to some extent. These 
findings are further supported by executives of the hotel chain who mentioned that the
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fluctuation in pricing is applied within certain boundaries (i.e. floor and ceiling premiums), 
and hotel units cannot dynamically amend their pricing if it is not related to an event in the 
area/destination.
Moreover, familiarity with RM practices was mentioned by both stakeholders and customers 
to enhance customers’ fairness perceptions of the concept and behavioural intentions. 
Indeed, customers revealed through the web-based surveys and telephone interviews their 
acquaintance with pricing and inventory control decisions which lead to the acceptance and 
fairness perception of such practices, thus improving behavioural intentions. In line with 
that, executives also pointed out that the competitors of Unidom Hotels have adopted RM 
strategies before the participant hotel chain did, which allowed customers to be exposed to 
such practices in the budget hotel sector, thus increasing their perceptions towards the 
practice.
The findings claimed that providing pricing information policies and strategies to customers 
when quoting a price assists in boosting their fairness perceptions towards RM practices and 
increasing their intent to repurchase, recommend, and say positive things about the budget 
hotel chain. For instance, stakeholders developed ‘talk lines’, identified as scenarios or 
scripts, allowing employees to explain to a customer revenue management practices related 
to length of stay restrictions and pricing tactics. However, this attempt to educate customers 
about the practice appears to be insufficient, as it omits to provide this information to all 
customers, especially those booking online. Therefore, results from the web-based survey 
and telephone interviews indicate the relevance of justifying price variations in the product 
offered. This will exert some control over customers’ reference price formation, their 
fairness perceptions and behavioural intentions.
In light of former discussions, the current study answered empirically the main research 
question: What is the impact of the implementation of hotel revenue management practices 
on customers’ behavioural intentions?
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9.2 Aim and Objectives of the Study
The aim of the study was constructed in light of the initial gaps identified in revenue
management and context-specific hotel industry literature:
To investigate the implementation o f hotel revenue management practices and the 
implications on customers ’ behavioural intentions.
0 -
order to reach this aim, the following objectives were developed in the introductory 
chapter, and the following section reports on how these were achieved:
1.To investigate the implementation of revenue management in one of the UK’s 
leading budget hotel chains.
This objective was met by reviewing the pertinent extant literature on revenue management 
implementation in chapter two (section 2.4, p.21-30) and adapting the conceptual model of 
hotel revenue management system from Jones (1999) to synthesise and critically evaluate the 
literature. Thus, the conceptual model was tested in the budget hotel chain, and contributed 
to theoiy by overcoming the gaps in former literature (chapter eight, section 8.1, p.202).
2.To evaluate the impact of the application of dynamic pricing strategies on 
customers from the perspective of the budget chain’s managers.
This objective is achieved by analysing the semi-structured face-to-face interviews conducted 
with managers at the head office of the budget hotel chain (chapter eight, section 8.2, p.216). 
Few managers were sceptical about both the RM system’s capability of delivering the 
expected revenues and profits, and the impact of the practices on customers’ retentions, 
repurchase intentions and perceptions of value-for-money; in contrast, many executives were 
keen on deploying the system.
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3 .T0 explore customers’ perceptions and behavioural intentions towards revenue 
management pricing practices.
This objective was met by reviewing the pertinent extant literature on customers’ price 
fairness perceptions in chapter three. In order to gain a comprehensive understanding from 
customers’ perspectives, multiple research methods were used: a web-based survey and semi­
structured telephone interviews, and empirical data analyses were completed (chapter eight,
8.3, p.226).
4 .T0 d etermine the behavioural intentions of different customer groups:
4.1 Customers who made a reservation.
4.2 Customers who declined a reservation offer.
4.3 Customers who are denied a reservation request.
The review of the existing literature on RM and customers’ perceptions of price fairness does 
not address the three different customer groups (refer to Figure 2.3 p.29) and their respective 
behavioural intentions as a result of being exposed to RM pricing practices. Consequently, to 
accomplish objective 4 and the sub-objectives, the researcher measures the different 
customer groups’ behavioural intentions through the empirical data collected to address this 
gap in the literature (chapter eight, section 8.3, p.226).
5 .T0 contribute to the knowledge of revenue management and services marketing 
by investigating the impact of revenue management pricing practices on 
customers’ behavioural intentions towards a hotel chain.
This objective is achieved through developing the theory and practice of revenue 
management, customers’ perceptions of price fairness and behavioural intentions. This 
research has, both conceptually and empirically, identified areas where revenue management 
practices could support or damage customer relationships, and the reasons why the negative 
effect might occur. Therefore, the findings of this research have extended the existing 
knowledge on revenue management.
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9.3 Theoretical Contributions of the Study
Silverman (2000:251) suggests that the final chapter should emphasise on:
“A discussion as to why and in what way... the theory you started with (is) now 
different as a result o f your research work”
This section will identify the study’s specific theoretical contributions to knowledge and 
reveal several important implications for theory and research on operations and marketing 
management. It does not make sense to list all possible contributions of this work here, as 
the breadth and texture of this thesis makes it more useful to list the contributions where they 
are most relevant. Therefore, contributions of this research to revenue management, pricing 
and customer behaviour, and budget hotels are listed below.
9.3.1 Contributions to Revenue Management
The main motivation from an operations management perspective was to: (1) demonstrate the 
implementation and development of a centralised revenue management system in the UK 
leading budget hotel chain, and (2) present a revised hotel RM model, which integrates 
several functional areas, the organisational culture, and the customer. RM has been one of 
the great success stories of applied operations management in the last few decades and has 
spurred much interest in the discipline.
Among the contributions of this research is the framework within which to examine the 
implementation of a hotel revenue management system. Although the key findings of the 
study, which reveal that revenue management implementation is a complex and dynamic 
process, is compatible with some of the previous studies conducted and introduced in the 
literature, the current study moved beyond this scope of investigation and expanded the 
understanding and modelling of the framework by incorporating the customer in this revised 
hotel revenue management model. Therefore, the current study extends the understanding of 
the issues involved in revenue management implementation in the hotel industry in general 
and in the budget hotel sector in particular. Moreover, the successful deployment of the RM
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system at the participant hotel chain may be considered as practical propositions on 
implementing RM practices in hotel chains.
9.3.2 Contributions to Pricing and Customer Behaviour
A significant body of research (refer to Table 3.1 p.51) has involved examining customers’ 
price perceptions of revenue management techniques. However, the current study can be 
considered as one of the veiy few empirical studies that examined in particular the 
perceptions and behavioural intentions of two customer groups: those who declined a 
reservation offer, and those who were denied a reservation booking. Past literature focused 
on overbooking -  denied boarding -  as a revenue management inventory control practice in 
the airline industry, and its impact on travellers. This current study provides empirical 
evidence that the denied customer group displayed higher and positive behavioural intentions 
than did the decline customer group. Moreover, when price was the reason for not 
completing a reservation, the denied customer group indicated negative behavioural 
intentions that were inferior to those of the decline customer group.
The study further expands the theory of revenue management practices by developing and 
exploring a reservation booking process fi'amework which enables the investigation of 
pricing practices from the perspective of three different customer groups (i.e. accept, decline 
and denied). The study is one of the first that clustered customers into groups and studied the 
impact of RM pricing practices on their behavioural intentions separately. The reservation 
booking process framework lead to a more complete understanding of, and better insight into 
the impact of revenue management practices, as displayed by these distinctive customer 
groups, on their behavioural intentions. Thus, this study also provides empirical evidence 
that it is no longer sufficient to assume that all customers perceive revenue management 
practices in a similar way, resulting in comparable behavioural intentions towards the hotel 
chain.
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9.3.3 Contributions to Budget Hotels
The context of the budget-type hotel sector represents an important contribution to the 
existing body of literature. There is scant of studies published on the application of revenue 
management practices and techniques in the budget sector. Hence, this research is the first 
empirical effort to examine the impact of revenue management practices on customers’ 
perceptions and behavioural intentions in the budget hotel sector, and provide improved 
understanding of the interrelationships among these constructs.
One value of this research is also in adding new theoretical and empirical findings to the 
limited existing research on budget hotels. The budget hotel chapter stands as one of the 
only comprehensive evaluations available on the sector. It provides useful information on 
the development and expansion of the supply and demand for the UK branded budget hotel 
sector, the innovative strategies to attract both business and leisure customers, and the market 
positioning of budget hotels as they departed from their core concept to evolve into the full- 
service model.
9.3.4 Contributions to Operations and Marketing Management
From a theoretical perspective and to the best of the researcher’s knowledge, this study is the 
first to explicitly contribute to knowledge in the operations management and marketing 
management paradigms by considering:
1.The effect of hotel revenue management pricing practices on customers’ 
behavioural intentions, in a real dynamic environment.
2.The behavioural intentions of three customer groups as a result of revenue 
management pricing practices.
3.1 n particular, the impact of these practices on the behavioural intentions of 
customers who did not make a reservation (denied and decline customer group).
This research addressed the debate in the hotel industry between generating short-term 
revenues and maintaining long-term relationships with customers. In that sense, the value of
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this research could also be in something as simple as a start for collecting ideas for further 
work on the divide between operations management and marketing management disciplines.
9.3.5 Methodological Contributions
The research design of the study is innovative. The study’s sampling design is to target real 
customers at the point of reserving/booking a hotel room, thus considering the dynamism of 
real service environments. Thus, one of the strengths of this study is the natural setting 
where it was conducted as opposed to past researches which adapted experimental or 
scenario-based studies with primarily undergraduate students. Problems arise as researchers 
assume that other variables not introduced in the experiments play no role on the study.
The combination of qualitative and quantitative research methods in a single case study 
provides a distinct contribution to the research. The results obtained through the web-based 
survey assisted in designing the subsequent telephone interview guide which provided a more 
comprehensive and complete view of customers’ perceptions of RM practices and their effect 
on their behavioural intentions.
9.4 Practical and Managerial Implications
Hotel chains needs to ensure long-term benefits from RM practices; therefore, they have to 
carefully assess customers’ perceptions of fairness, and how revenue management strategies 
might affect their behavioural intentions. Thus, necessary steps should be taken to minimise 
the negative impact of the business. The following section provides recommendations to 
Unidom Hotels, the budget hotel sector, the hotel industry, and the operations and marketing 
management disciplines.
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9.4.1 Recommendations to Unidom Hotels
In the light of the findings and conclusions of this study, a number of recommendations can 
be made for practising managers and executives in the participant hotel chain by pointing out 
key areas for consideration:
• Designing operational plans, carrying out analytical activities, securing the essential 
resources, selling the system within the budget hotel chain, arranging training 
programmes, and monitoring its progress are all important. However, it should be 
noted that most of these are not one-off tasks, but ongoing implementation activities.
• It is recommended that managers at head office track frequently asked questions on 
RM practices and formulate answers to these questions through scripts.
• It is advised to implement a customer-centric pricing strategy, whereby management 
assess customers’ price sensitivity and willingness to pay. For instance, Unidom 
Hotels should investigate its customers’ price perceptions to make appropriate pricing 
decisions that result in positive behavioural intentions.
• The results of this research indicate that price has a direct and negative effect on 
behavioural intentions for all customer groups. This implies a need for careful 
management of pricing strategies as customers might switch to another hotel chain.
• It is suggested that reservations agents at the customer call centre offer fairly 
complete information about the factors impacting the quoted rate, such as length of 
stay, advance booking, event pricing, days of week and others. When customers are 
booking through the website, it is advised that a description of the rate is provided to 
them, to avoid their confusion stemming firom multiple rates, and to increase their 
RM price fairness perceptions. These practices will lead to customers’ education 
about RM techniques, which will enhance their fairness perceptions, and their 
behavioural intentions towards Unidom Hotels. This, in turn, will allow the budget 
hotel chain to influence customer choices so that they are more likely to buy from 
them.
• Managers of the budget hotel chain are advised to take measures such as: providing 
relevant information and justification on pricing and inventory controls in advance, 
through several channels of marketing communication, to minimise the likelihood of
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severe perceptions of price unfairness, and influence the formation of the reference 
price in customers’ minds.
• Managers at Unidom Hotels should be more conscious of customer evaluations of 
their pricing strategies and attempt to understand ho^v customers are likely to respond 
to different price points or changes, even though customers demonstrated their 
familiarity with RM practices and price variations. Price perceptions have shown to 
affect customers’ behavioural intentions.
• The study revealed that managers need to segment their customers by gender, because 
female customers exhibit different behavioural intentions towards the practices of 
revenue management than male respondents. Female respondents were less likely to 
recommend .and say positive things when their perception of price was unfair. 
Furthermore, Unidom Hotels can consider segmenting its customer base by customer 
groups (i.e. accept, decline, deny) as they revealed different behavioural intentions.
• As Unidom Hotels is planning on distributing its inventory via third-party channels, 
managers needs to assess the rate presentation approach that the third-party 
distribution channels will be adopting online. This alignment will allow the budget 
hotel chain to maximise the likelihood that customers perceive RM practices as fair.
• Likewise, as Unidom Hotels intends to apply dynamic pricing, managers must make 
sure that prices are capped, to maintain a positive price fairness perceptions and 
behavioural intentions.
9.4.2 Recommendations to Budget Hotels
The research findings recommend practitioners of hotel revenue management in budget 
hotels to consider the following implications, in additions to the one mentioned previously:
• As outlined earlier in the thesis, the new trend within the budget hotel sector indicates 
that many budget hotels are now departing from their core concept to evolve into the 
full-service model. This is reflected through the operational characteristics that 
define the business model of budget hotels, such as brand strength and stretch, 
enhancement of non-room facilities, value-for-money pricing, and location in city 
centres. These product modifications need to be communicated to customers through
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different marketing channels, to enhance their perceptions and allow like-for-like 
comparison with competitors.
• As hoteliers in the budget hotel sector are moving away from the fixed or transparent 
price policy, it is advised that the application of dynamic pricing strategies is applied 
judiciously, so that customer groups (i.e. accept, decline, deny) and segments (i.e. 
business and leisure) perceive the practice within this sector as fair and acceptable.
• The findings indicate that customers perceived Unidom Hotels as more expensive 
while it offers the same product as its competitors. Hence, it is essential for budget 
hotels to measure their customers’ perceptions of their market positioning in terms of 
pricing and product offerings, in comparison with competitors in the same sector. 
Therefore, if unique elements can be introduced to the experience, customers are less 
able to compare competitive offerings and may, as a result, be less likely to use price 
as a determinant of service provider choice.
9.4.3 Recommendations to the Hotel Industry
This research has adopted the budget hotel sector as the scope of the study, but the findings 
may inform pricing and inventory strategies, and customer behaviour within other sectors of 
the hotel industry.
When a lack of suitable measures exists, the practice of RM may lead to loss business 
opportunities as customers perceive the strategies unfair. Thus, the implications to the hotel 
industry in general are discussed below:
• The implementation of a RM system should not be seen as a rational and linear 
process. It is instead a complex and dynamic process and there appears to be no one 
best way of implementing strategies which can be employed in every situation.
• It should also be noted that implementation is a learning process in which problems 
and errors need to be detected and responded to on a continuous basis. Therefore, 
implementing a revenue management system and its practices, and achieving positive 
results do not happen within a short period of time.
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• RM practices should not be solely seen as a revenue maximisation tool. Instead, it 
should be viewed as an integrated management practice, which emphasises the 
sustainable revenue return from the fixed capacity and the profitable customer 
relationships.
• The importance of reference points (i.e. reference transaction and reference price) and 
resultant fairness considerations in customer decision making raises challenges and 
opportunities for managers in the hotel industry. The latter can either utilise their 
knowledge about customers’ reference points to avoid negative deviations, or 
manipulate one or more determinants to shift reference points.
• Furthermore, as customers are more likely to search for information when price 
inconsistencies occur, managers in the hotel industry should switch their attention 
away from prices to focus on the value they provide to customers.
9.4.4 Recommendations to Operations and Marketing Management Paradigms
The results of this research indicate that managers in the hotel industry in general can adopt 
measures that aid increasing revenue and profitability without damaging the relation with 
customers.
The benefits from retaining customers and strengthening relationships are considered a long­
term yielding source. Thus, improving profitability through revenue management practices 
while nurturing customer relationships is a long-term process; therefore, it is imperative for 
managers in the operations management paradigm to acknowledge the significance of 
customers’ behavioural intentions as a result of implementing revenue management 
practices, and managers in the marketing management paradigm to evaluate and recognise 
the financial impact of RM strategies.
The findings provide managers with broad acceptance and behavioural levels of the tested 
revenue management practices, in particular pricing strategies. Customers are not all willing 
to embrace these practices. Thus, when implementing RM practices, managers must make 
sure that customers can understand the reasons behind the pricing structures and inventory
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restrictions. Therefore, RM practices can increase profitability without detrimental 
implications on customers’ behavioural intentions.
9.5 Limitations and Avenues for Future Research
The aim of this study has been to focus attention on the underrepresented topic of revenue 
management practices in hotels and to illustrate its impact on customers’ behavioural 
intentions. To that effect, the empirical tests reveal that revenue management price 
perceptions have a powerful effect on customers’ behavioural intentions. However, several 
limitations were associated with the study raising a number of areas where further research is 
required.
From a methodological point of view, the choice of a single case study strategy can be 
considered a limitation. It could have been useful to develop multiple case study design to 
increase the rigour of the research by focussing on themes or patterns uncovered in a single 
case study. However, as there is scant research into revenue management practices in a 
budget hotel chain, it was decided to opt for an in-depth revelatory single case study strategy.
As this study evaluated one hotel chain alone in one specific country could be considered a 
limitation, because the results cannot be generalised to other hotel chains in other countries 
that apply complex pricing structures. For instance, the researcher acknowledges that 
customers of a budget hotel chain can be considered more price sensitive, and factors such as 
customers’ income level may influence customers’ price perceptions. Moreover, the sample 
is context specific as it was restricted to the budget hotel sector, so results may not be 
generalisable to other hotel sectors (i.e. mid-scale, luxury). Future research could extend the 
findings in this study to different hotel sectors with wide fluctuations in pricing and diverse 
countries. Therefore, comparing the impact of hotel revenue management practices on 
customers’ behavioural intentions in different hotel sectors and across several countries can 
lead to interesting results.
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Data for this study were collected from customers of a single hotel chain during a specific 
and short period of time, as the budget hotel chain encountered some problems with its 
website’s visitors, who thought the web-based survey was not genuine. This rather narrow 
sampling could limit the generalisability of the findings to similar types and sizes of lodging 
facilities. Moreover, there is a lack of sufficient cases to perform a Chi-square test due to the 
restricted sampling. Any conclusions drawn from these tables (in chapter seven) need to be 
interpreted with caution. Therefore, further work should be undertaken to widen the sample 
frame which is likely to improve the value of study results. The study provides a basis for 
future researchers to examine different seasons or times points and to test the findings with 
data from longitudinal study.
A potential limitation of the survey study could be that the independent variable (i.e. price 
perceptions) was measured with single-items, which lead to weak correlations in the survey 
constructs and may have attenuated the estimated relationships. Future work could explore 
multiple-items that might lead to interesting results. Also, the current study did not consider 
booking requests through the chain’s Customer Call Centre, relying mainly on the website. 
Further, fairness price perceptions are influenced by factors such as the competitors pricing 
strategies (reference price), not measured in this research, which may represent a moderating 
variable to the results. Thus, future research can compare the quoted price with competitors’ 
price in order to identify the impact of this variable on customers’ perceptions and 
behavioural intentions.
From a theoretical perspective, the framework of this research is restricted in its own 
objectives. This study has pondered the relationship between RM price perceptions, and 
behavioural intentions, while other factors such as customer satisfaction, trust and profits 
have not been considered. Future research should explore whether other constructs are 
affected in a fashion similar to behavioural intentions. Moreover, research can investigate 
the extent to which customers’ behavioural intentions are impacted by various types of 
communications engaged by the hotel chains about the practice of revenue management 
pricing in order to determine which vehicles are the most effective in disseminating this type 
of information.
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The results of this study expand the current state of knowledge of revenue management 
practices and customers’ behavioural intentions, and direct a path for potentially useful future 
research. It is hoped that the issues addressed spur further investigation of revenue 
management practices and the extent to which they impact the relationship between different 
customer groups and the organisation.
9.6 The Research Journey
The PhD journey was a rewarding, significant and life changing experience. It enabled 
access to the wide academic research and educational community. This research journey 
helped the researcher identify elements as: motivation; perseverance; patience; interactivity; 
cultural sensitivity; reflection and consolidation.
The need to obtain funding and financial resources placed the study in difficulty. This is not 
to say that the researcher’s enthusiasm for the subject matter waned, but the process of 
completing the thesis was subsumed by ongoing work and teaching activities, which, at 
times, pushed the research journey into the background. Therefore, opportunities for 
distraction presented themselves continuously during the course of the completion of this 
study. Although this was frustrating, the exemplary guidance, encouragement, and support 
of supervisors, family and friends, and the participant budget hotel chain, for which the 
research is immensely grateful, steered the research back on the path of completion.
As the journey began to come to an inevitable close, I was saddened and excited at the same 
time: excited about what I learnt on the journey and the opportunity to share my discoveries 
with others, and saddened by the journey’s end and the feeling that some roads were left 
unexplored. However, new challenges were presented.
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Interview Guide -  Manager at Unidom Hotels
This academic research project aims to assess the relationship between short term revenue 
management (RM) decisions about accepting, denying, declining a reservation and the 
implications of this on long term customers’ behavioural intentions.
I would like to ask you some questions about your RM implementation; pricing and its 
impact.
Introduce myself
Introduce the research project by providing a copy of the project summary 
Clarify confidentiality
Ask interviewee’s permission to tape-record the interview 
Part 1 -  Biographical Details;
1. What is your present role and major responsibilities within the company?
2. How long have you worked for Unidom Hotels?
3. How long have you worked in your present position?
4. How long have you been in the Hospitality Industry?
5. Tell me about your experience in Revenue Management.
Part 2 -  Revenue Management Implementation;
Objective - To measure the implementation of revenue management.
1. From your perspective and experience, what is the company’s approach towards 
RM?
(Centrally controlled by Head Office; Property Controlled)
2. To what extent do you think Unidom Hotels’ management team has been 
committed towards RM since its implementation?
3. A RM implementation process requires the company to develop a ‘yield culture’. 
What actions were taken by Unidom Hotels to develop such a culture?
(Education and training impact RM understanding and performance)
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4. What impact do you think RM implementation has had on information processing 
and software?
5. How is the performance of RM implementation being measured?
Part 3 -  Pricing;
Objective -  To evaluate the application of pricing strategies.
1. What is Unidom Hotels’ approach to pricing?
(Consider willingness to buy/pay; perceived value judgment of the customer...)
2. What factors do you use as a base to set pricing rates and conditions?
(Factors considered: competition, events, costs i.e. distribution channels...)
3. Who are the people involved in making such a decision?
4. What potential conflict(s) [between Head Office, regional level and individual 
unit level] have occurred during the implementation of RM?
5. Do you think that event pricing (increased) has positively influenced RM 
performance?
6. How is RM implementation offering you useful information on the success of 
pricing?
(Managers changed their way of pricing)\
Part 4 -  Impact:
Objective -  To explore customers and emplovees’ perceptions towards RM.
1. What has been the impact of the company’s sales after the implementation of 
RM?
(Positive, negative, strong, poor; Sales centralized? How did the sales team react 
towards RM? How did they react after RM training?)
2. What impact do you think it has had on your employees?
(Training; levels of the organization: reservation and front office team? 
Performance? Employee role, morale and motivation; reward system / incentive)
3. What impact do you think it has had on the relationship with your customers, from 
a hotel’s perspective? At aggregate level?
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(Customer selection; customer perception, attitudes, behaviours; action towards 
that; RM philosophy: re-orientation of the customer)
4. Which would you give highest priority: long term relationship with customers or 
short term financial benefits? Why?
a. Is it possible to recall a situation where RM has damaged the relationship?
b. Is it possible to recall a situation where RM has supported the relationship? 
How have customers’ attitudes and behaviours been affected by event pricing and 
LOS restrictions?
(Repurchase intention; loyalty; recommend...)
5. What has been the impact on the competition after the implementation of RM in 
terms of event pricing and LOS restrictions?
Part 5: Further comments:
1. Is there anything you would like to comment or add to this research?
2. Any issues/documents I should be aware of?
3. Is there anyone else you recommend to contact regarding this research?
Thank you for your time!
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Interview Guide -  Customers
This academic research project aims to assess the relationship between short term revenue 
management (RM) decisions about accepting, denying, declining a reservation and the 
implications of this on long term customers’ behavioural intentions.
I would like to ask you some questions about your experiences with pricing, availability 
and their impact on your intention to repurchase, intention to recommend and intention to 
say positive things about the hotel chain.
Introduce myself 
Introduce the research project 
Clarify confidentiality
Ask interviewee’s permission to tape-record the interview 
Part 1 -  General Information:
1. How often do you stay away from home?
2. Do you routinely go on Unidom Hotels’ website?
3. Describe the reservation / booking process?
(Any issues you come across)
4. Have you gone back to Unidom Hotels’ website to make a booking since May?
(If yes, was it successful? Reserved and Stayed in? If not, where did u attempt to 
book? Why? Will you try to book with Unidom Hotels in the future?)
Part 2 -  Experience of Booking, Price and Availability;
1. What is your experience of Unidom Hotels?
2. What about your experience of alternative budget-type hotels?
3. What are your views on the prices charged by a brand like Unidom Hotels?
(Fixed or variable)
4. Have you experiences being quoted different prices at the different times you have 
booked?
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(When was this? Why do you think this was? Did it put you off? Impact of 
information on hotel room pricing strategy)
5. Have you experiences being quoted different prices across days within one hotel 
stay?
(When was this? Why do you think this was? Did it put you off?)
6. What is the maximum/minimum price you would pay for a room at Unidom 
Hotels?
7. Have you ever experienced not being able to book i.e. rooms not available?
(How often? What did you do? What did you feel about that?)
8. Do you compare prices on websites?
(Which ones?)
Part 3 -  Behavioural Intentions;
1. As a result of these experiences, how have they affected your views on the hotel 
chain?
(Have you continued to use them i.e. look to book? Will you in the future?)
Part 4: Further comments:
1. Is there anything you would like to comment or add to this research?
Thank you for your time!
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Interview Transcript
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INTERVIEW CONTACT SHEET
Interviewer’s Name Rania El Haddad
Interviewee’s Name
Position Project Manager
Location Conglomerate Group head offices
Date & Time Thursday April 3, 2008 at lOhSO
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Biographical details
What’s your role and responsibility at the conglomerate group? Since when have 
you worked here? In the hospitality industry in general and in RM specifically?
I’ve been with the conglomerate group this time iaround, which is my 3*^^  ^time with the 
conglomerate group and since September 2006, that’s what 18 months now, joined the 
conglomerate group IS (information systems) as project manager for the RM automation 
rollout. Prior to that, I was with InterContinental Hotels in the sales department looking 
after Delphi, which is a sales and catering system like sales/account management system, 
prior to that I was with Marriott for 2 and a half years looking after Delphi for the sales 
team complete sales restructure, and before that I was with Thistle hotel for 4 and a half 
years rolling out Delphi and also Fidelio PMS (property management system). And 
before that I was with Deveere and a privately owned hotel chain doing sales and front 
office. So I started like way back to doing reception and reservations and all that kind of 
stuff, and then went into sales, and then IT and sales. This has been my background for 
the last 8 to 9 years. So I speak both sales and IT so I am bilingual. As far as revenue 
management goes, this is my first direct working with the RM system and clearly some 
RM principles and we had when I was with Thistle we were rolling out Optims. A lady 
called Laurence Leveen, you may or may not know, she’s quite known in this industry, so 
she was managing that project, so I haven’t really been involved with revenue 
management for such.
2:05
And what is your main responsibility in terms of you being a project manager here?
I’m looking after the system side of the project to make sure that we roll it out correctly 
both from the technical sample but also for in terms we are kind of covering all basis, so I 
can say I’m a business person with quite an IT analytical background so working with 
Vhrinda to roll out the system and the business processes so Vhrinda is ultimately 
responsible for running the system operationally within the business, but I am there to 
support and make sure that she’s got everything she needs; basically I have to do that so 
providing extracted data, trying to automate as much as we can, trying to give as much 
information to the businesses as we can, help them as much as we can, as part of the 
rollout so for example you know, reviewing & pulling out data that we need to able to do 
more in depth analysis and whether MIMI is performing correctly or not, so that’s, I want 
to make sure that the system works properly and then Vhrinda than needs to make sure 
that she has the team working with it properly. So that’s really 2 things.
3:19
From your experience, what’s the company’s approach towards revenue 
management implementations so far?
Well they are very keen. I mean, It’s very (inaudible) to do a pilot to 200 hotels for 
starters, but I think having looked at RM for the last 8 years we started in 2000 thinking 
about RM and went through the IDeaS pilot which was basically fraud for a number of 
different reasons not necessarily because of the system itself but the way the pilot was 
managed and weren’t managed effectively. It wasn’t a joint business and IT project. It 
was kind of business driven and IT were kind of bought in the last minute, so we didn’t 
really get full benefit. So I think, this time around in the pilot 200, they made sure they’ve 
got automation revenue manager, they’ve got a project manager so ISY, so we’ve really 
focused on making sure we implement this correctly to give us a good measure whether it 
is performing, whether it is giving us the benefits we expect. I think the business is keen
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to implement RM, because we’ve seen by bringing RM into the centre for number of key 
hotels, we were able to see there’s a benefit for managing those hotels centrally. We can’t 
manage all 500+ hotels with a team of 7 people, so the only way that we can really go 
forward without increasing our headcount substantially and our costs is to actually 
automate and that is really where Amadeus came in with MIMI.
4:57
And how was management commitment towards the project?
Good, they want to see it happen. I think it’s quite an interesting proposition to be part of 
a project where it is kind of like, we haven’t finished the pilot yet they are asking so when 
are the 201st sites going live. So they are very keen, I think the understanding is that there 
is going to be (inaudible) problems, but ultimately, we can and let’s just get it in. So we 
started now on our 215^  ^site, so we’ve got 15 sites started on Tuesday, yeah, Amadeus 
have started building the system from their side, so we’ve started phase 2, we haven’t had 
the contract signed off yet, but this is just a formality, the actual benefits case is a no 
brainier, it’s kind of like just do it. Even if we only go a half percent increase in 
occupancy this year, and than 1% in the subsequent year, it’s producing a ridiculous 
return on investment.
6:04
How was the yield culture with RM implementation?
I think they are learning, I think there is still some, I think the workshop work really well, 
as part of the rollout of MIMI sort of 200 pilot sites, we created the e-learning which 
helps to kind of just the basic principles of RM, we also actually developed a game, a RM 
game. What we’ve done we actually developed, it is a very simple excel spreadsheet type, 
but it has been branded and it needs re-branding, it’s still on the old branding, it didn’t 
cost us a huge amount of money to have it developed, but it has been a brilliant tool for 
people to understand how RM can help a business make more money, and how over­
restricting can make less money, how you need to combine overbooking and RM 
controls, LOS controls to actually maximize your revenue. So what they do is they go 
through like 12 weeks? They go through sort of 3 months out, 2 months out, 1 month out, 
14/7 days, than 6/5/4/3/2/1 to maximize the occupancy for a whole week. And basically, 
you start the game & it tells you what business you’ve got on the books, you put the 
controls you want to put on, and then you could go to the next stage where it puts all the 
reservation based on what controls you put in place and you see what your turnaways are, 
what your booked capacity turnaways are, what your LOS turnaways are, there are also 
cancellations that happen, so we’ve got reporting within there, that is kind of sort of 
static, their lead time last year, what are the cancellations last year. So it kind of helps 
them understand how RM can help the business and it is great fim to do because you do 
like do it competitively in the workshop, so you have a hotel competing with their 
neighbour hotel so 2 people working together on what controls to put on and at the end, 
we see who has made the most revenues.
8:23
Was this revenue game provided to all lead receptionist or GMs?
Lead receptionist and GMs for part of the workshop, so for the 200 hotels that we’ve 
done the pilot, GM and lead receptionist for every hotel came on the workshop and during 
the workshop, we went through the e-leaming & also the RM game. And than, the RM 
game has been used since, another meeting and something like the, they are having a
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central London reception manager meeting today and they are going to play the game 
again today so I provided that on a CD. The only thing we haven’t done and I’m pleased 
we haven’t is to just kind of publishing out to everybody, because, once you know how to 
play it, you’ve kind of defeat the objective: coz people will go: do this & do this, you’ll 
win, and that is not the principle of the game, the principle is you learn. So what we have 
not wanted to do is here play away because what that will do is to diminish the benefit of 
the game ultimately. We will be using it again for the workshops for the rest of the sites 
that we are rolling them now, we may or not adjust it depending on the time, since it is 
quite time consuming to try and build the data within it to get it right, so it took us a good 
couple of days, so we got this many reservations coming in today and this many LOS, 
what will the ultimo be? So we need to make sure that the system got the maximum 
results possible so a person couldn’t beat the system. So if you are overbooked, you’ll be 
penalized a 100 pounds per room you overbooked, so you need to do overbooking levels 
to get the maximum to take into consideration cancellations but you are allowed to be 
overbooked on the day.
10:20
Do you think all of those workshops, the game and the e-learning have helped build 
a yield culture within the company?
I think it certainly helped. I think the revenue audits that N.C. has been doing as well and 
the toolkit, the revenue toolkit and all that kind of stuff, so RM toolkit the stuff that W. 
and V. are doing outside the Mimi project, just that piece of the education about RM, 
absolutely, I think if you ask a bunch of GMs 2 years ago, what RM was, they would 
have gone: making sure I hit my budget? Whereas now they will be, oh yeah, it is about 
maximizing our LOS and getting the best price for the best rooms all that kind of stuff. I 
think certainly we have made progress in the last 2 years definitely. And I think Mimi as a 
personality, as an entity in her own right, is helping that. One of the things I found with 
this project is although, when you talk outside, when I talk to my other half, he just thinks 
it is just madness that we’ve spent you know, whatever it was 20 or 30 grants to generate 
this identity, but it is worth its weight in gold, it really is, because she is the invisible team 
member, she is the person who works with the hotels, with the GMs, with the central RM 
team, she is one of the team now, and it is not just about she is another system, it is 
actually about BART having a personality, Mimi having a personality, the 2 systems 
working together, when are they going to get married, when are they going have to have 
kids, so we might have the project dynamo (DP), baby dynamo whose a combination of 
the 2 together maybe, might be another way to it. People can relate to an entity rather than 
a system. 12:24
How would you measure now RM implementation and its performance?
We were quite lucky about doing a pilot for 200 sites, we were given a great opportunity 
to get a really good cross reference of hotels: we got low occupancy hotels, medium, very 
high occupancy hotels, small hotels, medium, big hotels, city centre hotels, we have road 
side hotels, mixture between Solus, CoLo etc... we’ve done a real, it took a long time to 
get the right mix of hotels as part of the pilot. It was important that one of the failures of 
the first 2 pilots they did, it was like 9 big city centres high occupancy hotels, yeah you 
are going to see some benefits there potentially, or maybe not because actually they are 
already maximizing their occupancy anyway, and then they went to 43 hotels, and again it 
wasn’t a good cross reference, it wasn’t a good cross section of the hotels, so you weren’t 
seeing necessarily the benefits.
13:42
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That was when IDeaS was implemented?
Yes. So now, we’ve got a good 199, we’ve just sold one of them - 1 think the Manchester 
Atrium North I think is gone, anyways, so we’ve got 199 in our pilot now, and what we 
are doing is comparing out of that 199 hotels, those hotels that haven’t increased or 
decreased their capacity in the last 12 months, so we have had them for 12 months and 
they have not changed size in 12 months, what we call our comparable hotels, so you 
have total hotels: we have like for like which is we’ve had them for 12 months but maybe 
have increased their capacity, so as a hotel chain, probably one of the only hotel chains in 
the world that extend our hotels on a regular basis and oh average we will have during a 
year 50 hotels that we will be increasing the capacity of that hotel putting an extension on 
them. Most chains, you buy a hotel with 200 rooms, it is 200 rooms. Whereas we have a 
hotel that has got 40 rooms today, it will have 60 rooms tomorrow. So the like for like 
includes the extensions. Total includes anything we’ve bought, anything we’ve had. So 
what we are doing is comparing the comparable hotels to the same number of rooms last 
year as they are this year: so the comparable Mimis against the comparable non-Mimis. 
So again, it is a comparable comparison rather than like for like comparison, and what we 
are able to do is compare their YOY performance, basically what we are measuring is the 
out-performance of the Mimi hotels against the non-Mimi hotels. So if out of those 136 of 
the 199 comparable Mimi and the 198 remaining estates are comparable non-Mimi, and 
out of those hotels, they may be down YOY, because the recession is hitting, YOY 
occupancies are slightly down, but what we’re able to do with Mimi, the measurement for 
Mimi is to actually measure the non-Mimi are down 2% and the Mimi hotels are only 
down 0.5%, therefore the out-performance is 1.5%. So at the moment, we are looking at 
for the total comparable sites, we are looking at about 2% out-performance. If you 
exclude London, and it is about 1% so obviously, London is, we’ve got a better 
performance coz the Mimi hotels and actually London, they are all Mimi hotels. We’ve 
also got like MGR (Market Geographical Regions), the groups of hotels, we have mixed 
regions where we have got some Mimi and some non-Mimi, and most sites are actually 
for the last 4 weeks are not showing some improvements, the Mimi sites are behind the 
non-Mimi sites. To be honest it could be for a number of reasons, coz we are measuring 
for the first period of this period as in from the 29^  ^of February: Easter is a different time 
this year than it was last year, the Easter holidays are different time this year than they 
were last year, so when you are doing a YOY comparison during a period where actually 
YOY hotels are going to be down because actually it is a different period of time, so it is 
difficult to get that balance. Whereas when we are looking at the 133 sites that were live 
at the end of December, and measure those with the first 2 months, January and February, 
we have seen an improvements and out-performance across all areas of those hotels. So 
what we really need to have is a good 3 months worth of data to actually measure. So 
March, April, the end of May, we will have hit through both bank holidays which will be 
comparable, because they are always at same time, it will be very interesting to see at the 
end of May what the overall out-performance is. I’m pretty confident that we will see an 
out-performance; I think we are fairly confident that that will happen. We need to 
obviously make sure that we are maintaining Mimi and any query that we’re getting from 
GMs that we are actually following those through to make sure that it is not a case of 
actually we have not tweak Mimi the right way here. So for example, we, V. wanted a 
business rule applied which Amadeus developed for us which allows us to be a little bit 
more scientific about further out because Mimi is leaving us quite open, that’s fine, but 
the problem is that she updates only once a day, and we could pick up 20 or 30 rooms for 
one night stays in a matter of hours, so that’s given us a bit of a challenge. So the business
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rule that we requested was to say: if an unconstrained demand for this hotel was more 
than for example 120% and the number of 1 night stays is less than 20% of the capacity 
of the hotel, and it is more than 14 days in the future, than close 1 night stays. So where 
she would leave it open, we’ll say: actually if you need 20% of your arrivals to be one 
night stays, and you’ve got over capacity demand of 120%, so actually we are happy to 
pick those 20% in last 14 days before arrival rather than suddenly leaving it open and 
selling 40% of our rooms that day for one night stays and actually (inaudible) ourselves 
for LOS. The challenge Amadeus developed this rule however; it doesn’t take into 
consideration the number of one night that are already on the books. So if you’ve really 
got 10 one night on the books and you only need 15, she’s going to say you need 15 at of 
a 30 bedrooms hotel which is 50%, but hang on we’ve already got 30% on the books so 
actually we only need 20% or 10% less so actually you would close those out. They are 
going to fix that for us. I think that rule in itself once we get it right, will give us the 
comfort factor and give the GMs the comfort factor that actually Mimi is only going to 
sell one night stays where we really need them, where actually at the moment, she maybe 
not, she’s leaving a little open and we are in high demand. So that has been a good 
education for Amadeus is that they never worked with a hotel chain with such a high 
demand as we have, ever, I don’t think there is any hotel chain in the world that runs at 
that kind of occupancy levels that we do midweek, we’ve got, I just did an analysis of last 
year, we’ve got hotels where more than 2/3 of their business, Mondays, Tuesdays, 
Wednesdays and Thursdays are over 100% occupancy. So in that entire year last year, 
less than 16 out of the 52 days were under 100%. So that’s been a real learning curve for 
Amadeus as well. And also in terms of their system, and for a 200-300 bedroom full 
service hotel, you have a revenue analyst or a revenue manager on site, doing a ten 
minute task every day is neither here nor there, doing a ten minute task every day for 500 
hotels is a huge task, I mean x number of people to do that, so that has also been a 
learning curve from their perspective in terms of you know: it is only going to take 10 
minutes a day, oh that’s 8 people. So the way that Optims Mimi works, seasons and days 
of the week and events, but events aren’t really events, they are pick up models, they’re 
what the demand happen is for that particular day of the week, so by what Amadeus want, 
what we did with the first 200 which we realized it isn’t practical for 500 hotels, 
absolutely not, is to have so set of events (as sport, fairs, conference, bank holidays, 
school holidays etc..) per hotel, so you’ve got these events that you put on, but sports 
events could be Wimbeldon, could be an international football match, it could be rugby, 
could be anything but the models for the sports event across that range, they are all 
different, so therefore, it doesn’t work, what you are going to try to do is what event to 
put here for this particular day. So what we’ve come up with is this idea of having 9 pick 
up models basically: high occupancy-late pick up, high occupancy-medium pick up, high 
occupancy-early pick up etc... so you got 9 kind of models that we can use the services 
tool which they’ve got, which compares the models every day against the event type that 
has been attached. So it makes more sense and we thought this day was going to be a 
high-medium actually it is a high-early so we change the pick up model and the event 
type within Mimi and therefore the forecast is more accurate.
23.34
So who does those changes?
The way, we’re still in testing at the moment, the service tool we will be purchasing off 
them, haven’t been working properly, so they’ve just re-fix that and done that for us last 
week for us to test, and they seem to be working better for us now. There are couples of 
minor tweaks to be done but nothing major. We than have got to go through, we’ve done
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some testing on the test database that we’ve put together, now we’re looking at how we 
are going to do it for the next 15 hotels of the MGRs. And it is about looking at the 
historical data that we have and the pick ups and putting each of those into the right one 
of the 9 and than roll them on (inaudible) through so we than got 9 or maybe only 7 
depending on the hotels, and than what we need to create is an events matrix that says: for 
an international football match, looking historically, this was the model that was 
applicable. So we can than apply that and say right: for any future international football 
events that go on, on a Tuesday, it is this model so we will than apply that as an event in 
Mimi. So their services tool will validate those changes so you’ve red, amber and green 
light so to say whether that model is the closest to the one that should be or not and we 
will use that to maintain the events.
25:04
Will the model reflect the price that needs to be paid?
No, nothing to do with the price, all about pick up. So the central team will use the 
services tool, which are the traffic lights, so as part of the set up, the planning and the 
doing of getting a hotel from manual to automation, there is work that needs to be done in 
between, which would be: identifying the models, setting them up in the historically, 
create the events matrix and applying future models that and then monitoring that from 
there on then.
25:43
And you have now the list of models that you created or the matrices?
We have the 9 and than ultimately, we have to run it when their historical data through a 
spreadsheet that identifies which day should be which model and then they get modelised 
through the normal procedure of looking at the threats looking at the model. And 
ultimately, Amadeus are looking into actually automating that process, so the system will 
pick the most appropriate model.
26:14
How did RM impact on information processes and software?
We’ve had to develop BART so as part of the integration between BART & MIMI, we 
had to create the night export, the information and then we’ve also had to create the 
upload from MIMI to BART so that BART takes the information that MIMI has given 
him and puts into the appropriate place in his system and vice versa BART pass the 
information over to her for her to process those. So there’s been development work on 
both sides to actually integrate. And one reason why the project is being so successful is 
the streamline linking of the 2 systems. And also the upload that we have available. We 
are like years ahead from Centre Parks where they have the ability to upload and but they 
don’t use it to upload at all. They don’t believe the system to be working correctly. Centre 
Park is a, they have like 7 sites which have villas and apartments, so they are similar in 
size to the number of rooms kind of, so they have a lot of room types, they are more 
complicated in terms of room types and number of lets they have. But they have only say: 
5 locations whereas we have 500 locations but we have much simpler one room type.
We, as a team, went to meet with them to get their feedback on how things were going 
with them & at that stage they’ve had MIMI for over 18 months-2 years and still aren’t 
automated. We are now fully automated or 200 sites- 199 and but 14 days, today for the 
next 14 days which is managed by the team so they will look & see do they agree with 
what MIMI is recommending for this short lead in time and generally speaking out of the 
199 hotels, 48 are absolutely identical there is no difference between what’s being
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uploaded & what’s MIMI is recommending; so there is a 100 sites where there are less 
than 10 changes, 10 differences for the next 365 days and then there is a number of hotels 
that we need to really look at to see why is the GM or the CRM analyst changing the 
recommendations that MIMI is suggesting, and that could help us to identity where we 
need fine tuning, to fix this or that.
29:40
Why did you do choose 14 days?
14 days is kind of our general lead in time, so we are happy to let MIMI when, except for 
sort of key event dates, when we might kind of freeze what we believe should be the right 
controls and keep an eye on it to make sure coz she is leaving it open and we don’t want 
to have it open coz we know that the demand is going to be there for 4 nights, 3 nights, 2 
nights. So 14 days is kind of like the general lead in time, some hotels have been set for 
21 days which is when we’ve seen high demand throughout the day, if she is leaving it 
open we can fill that hotel with one night stays within a matter of hours. In addition to 
what we have coming back from MIMI & the control the team have, we’ve also created 
an automatic email that alerts us every 2 hours so 9 o’clock, I Ih, I pm, 3pm, and 4h30pm 
that checks in BART and says, right: at 7 am this hotel had this occupancy on this day, at 
9 o’clock, now let’s say there was 60% occupancy, so at 9am there is 70% occupancy so 
this 10% uplift and will arise that as an alert to the team, so the team are able to say: I 
might want to think about putting a control on that. At the moment, if there is anything as 
10% uplift or 10% drop-off over the day, and it identifies where there are controls in 
place, so if you’ve got a drop-off of more than 10% and you have a control in place, flag 
that. If you have a pickup of more than 10% and there isn’t a control in place, flag that. 
And if outside of 14 days before arrival and the occupancy is greater than 85% and there 
are no controls in place, flag that. So that email alert is even more precise sort of, to help 
the team. So even if MIMI is not updating throughout the day, just only updating once the 
day, so this will allow the team to manage the information better.
32:00
What’s Unidom Hotels approach to pricing and how they developed that?
I think Unidom Hotels has got great round concept of a very, you pay a price for room 
that is fair and equitable for that room. We are not going down the route of dropping our 
knickers and say you can have this room for fivers or 9 pounds as Travelodge might do, 
but when we know we can sell it 4 times the rate, we’ll charge 4 times the rate. I think 
Unidom Hotels have got the right attitude in terms of fix pricing but giving such 
flexibility where the demand is really high and strong that we are still competitive within 
the market but we only increase our price by maximum 40 pounds for EP. I think that 
people can really understand that, and the customer can get into the head that generally it 
is 50 pounds a night and I will get a good room, it’s a good quality and it is a good value 
for money, everything is Premier but the price. But in very high peak times, I might need 
to pay 90 pounds but actually anywhere else in the area I will be paying 190 pounds + so 
that’s till a great value for money. That’s the great thing. Now what will work even better 
is if we can have a more dynamic approach that allows those rate to flex not specifically 
to an event but more to the demand of a hotel but again within very pre-defined limits that 
doesn’t mean that we are ripping the customer off by charging 3 to 4 times the rate, I 
think that again this is a great brand promise from our perspective, everything is premier 
but the price, you know we are not about to rip the customers off but we are here to make 
money. & it is about getting this balance right and I think Unidom Hotels have got one of 
the best attitude towards pricing. Having stayed at the Novotel recently in Nice, the
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published rate was 145 Euros, the price I was paying was 125 Euros, and the price 
coming up in a period in August is 300 Euros, And it is just kind of like why would you 
pay more than double for the same room, there is no difference in the product, why will I 
be willing to pay more than twice that? And I think this is where really customers think 
that this is not fair, not equitable, you are just trying to rip me off. I think this is where 
Unidom Hotels has really got down the line we have a good product, we don’t want to 
drop our prices to give it for you for free or for 10 quid but actually, we would rather sell 
half the room at twice the price at our going rate and feel that we are not than ripping the 
customer off when we than put on the EP. I think it is difficult for Travelodge to justify 9 
pounds on one day and than the next night is 160 pounds. And you are like: How can it 
be, I am staying exactly in the same room, one night I’m paying 9 pounds and the next 
night I’m paying 160 pounds. It doesn’t make sense to me as a customer.
35:19 ,
Have there been any conflicts between Head Office and units about the pricing?
Yes, absolutely. I mean you always get people who: I know my business better than you 
doing at the centre and I think probably Marcus you’ll find that he will be able to give 
you more examples and more understanding he’s better placed to answer that question 
really. But I think on the outskirts, you can hear that, you know, a GM, for example, EP 
across Unidom Hotels restaurant estates, just kind of like: oh no, my customers wouldn’t 
possibly pay a supplement on an event day, and it is just kind of like: well, you just look 
at your competitive market set and you are charging 55 pounds for your rooms whereas 
everyone else in your area is charging 150 and they normally charge 70, why wouldn’t 
the customer be willing to pay 75 pounds rather than 50 pounds when they cannot get a 
room for much less than a 100 pounds on top. I think that difficult thing for GMs who 
have been in the business for long time and they are very fixed in their way and I think 
receptionist and the teams on site are nervous about what do I say to a customer when 
they ask me: why am I paying more tonight than I was yesterday or last week? And it is 
just to give them talk lines and you know help them to overcome that with some really 
simple kind of well, it is a very busy time, you know whatever, that kind of stuff I am 
trying to think. So for example, particularly for the LOS controls and stuff, the talk lines 
have allowed the hotels to understand how they can explain to a customer why you can 
stay Friday, Saturday but you cannot stay Saturday. And it is like: our allocations of one 
night booking has already been filled; I may be able to offer you Friday and Saturday but 
we’d like to keep a number of rooms available for those customer who do want to stay 
longer with us. And try to turn it around so the customer feels that we are actually doing 
them a favour ultimately by holding out some of our own stock to allow them to stay 
Friday and Saturday they wanted to. So the talk lines have been a real help and there is 
the EP talk lines and they explain how we would answer a question. And there is always 
nervousness with change; I think when EP was bought in I think 4 years ago, there’s a 
real kind of like: oh, customer will not be willing to do this. Actually they know better 
nowadays and people generally understand from airlines and easy jet stuff and people 
charge different prices at different times depending on what demand is. I think generally 
the customer community out there understands more than we give , them credit for 
sometimes. 1 think it is interesting when bringing MIMI in, what we are actually seeing is 
some of the controls lessen further out, whereas we were very kind of like minimum 2 
nights for the next 6 months, actually now MIMI is saying that in order to fill your hotel, 
you do need some 1 night stays coz you’ll never get to fill it otherwise, so why don’t we 
let those one night stays to be booked and therefore actually we are helping the customer 
coz those customers who do want to book in 6 months time to stay on Saturday night, can
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than. As soon as we’ve got what we need, you then close that out, so I think the biggest 
fear when we put MIMI in was that we are going to get more controls, whereas what 
we’ve seen is that actually there is much less controls. We need to balance that between 
not having enough and having too many. So I think for some hotels where they have done 
no control before, there will be more by definition, but she’ll never do it to the detriment 
to the hotel. She is still always trying to fill in that hotel. That’s the most important thing 
for MIMI is to fill.
39:40
How has EP influenced RM in terms of customers and sales?
Again, I think it is, fi’om what I was saying, that EP is being quite scary for some of the 
hotels who have never done it before, and now we have seen them start and actually go: 
oh look I have done more revenue. I think EP gives the hotel the flexibility to not get 
ripped off by the customer when the customer is willing to stay with us because they 
cannot get their normally place say because they are charged double the price and they 
can stay with us without actually any penalty at all when event are happening, and it is 
good for those hotels that now are starting to work with EP. I think the challenge has been 
in London where there has been a bit of focus on EP in terms of I am veiy busy on 
Tuesday, Wednesday, Thursday so let’s find an event and put on EP on and that has all 
stopped now and Marcus has put a firm hand on it. There needs to be some integrity 
around EP. If and when we decide to go on DP, fair enough but the London hotels are 
trying to use EP to dynamically price the hotel. And that is taking that little bit step too 
far. Tower Bridge putting on an EP because there is a local concert at Wembley, it is kind 
of like, no that is no affecting the hotel.
41:10
How was the impact of customer in terms of RM?
I think by putting MIMI in, it has helped the customer because we have taken off these 
kind of blanket restrictions, so the customer is able to get, to book more rooms earlier 
than they were possibly before. But in terms of anything else, I don’t know, that’s why 
you are here for.
41:40
Has RM damaged or supported a relationship with the customer? At an aggregate 
level?
It depends on how it has been handled at the hotel. If the receptionists are telling the 
customer, you cannot stay here, it would damage, but if they are using the talk lines 
correctly and they are explaining to the customer in the right way, the customer will 
understand. From a personal experience, my other half stayed away a lot, he gets a special 
rate at Marriott in Liverpool and he will use the internet to find out when he can get his 
special rate and he will adjust his business plans to fit around getting that special rate. So 
he wants to stay Wednesday Thursday, he cannot get the rate Wednesday Thursday but he 
can get the rate Monday, Tuesday & Wednesday so he will stay Monday, Tuesday & 
Wednesday so he will change his plan to do that, and I think the same will apply for a 
number of guests within Unidom Hotels. In this case, Wednesday night for 1 night can’t 
accommodate that, but if you come Thursday, we can do that one night or if you come on 
Monday one night or have you thought about coming on Sunday night and than you have 
got Monday, if you, it depends how the receptionist is selling it and how the reservations 
are selling it. I think the brilliant thing about Unidom Hotels is the fact that we have such 
a huge coverage, if you can’t get your first choice, we will cross sell elsewhere. Because
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sometimes the customer doesn’t even know, because of the LOS control, all they know is 
that: great I can get a hotel in the area, it might not be my first choice. And I think 
Unidom Hotels really wins out against the Marriott and the Holiday Inn even though they 
have reasonable coverage, but they don’t have the kind of coverage we have.
43:41
How customers feel or what are their attitudes towards EP & LOS restrictions, 
when both previously were not applied?
I think it depends on the customer. If it is Mrs. Smith 60 years old, house wife who once 
stayed at Unidom Hotels and now she was told she cannot, she doesn’t understand the 
reasons why and yes I don’t think she will understand and that might be a negative 
impact. But I think who are savvy, who understand, who stay away a lot, who fly a lot, I 
think the more people travel the more understanding there is out there of RM principles. I 
think the customers accept it as actually a good business practice. I think it depends on 
the travel customer you are talking about. There is a percentage of customers that don’t 
stay away very often, don’t travel, want to stay for 40 pounds and don’t understanding 
why they can’t pay 40 pounds where that’s the rate when there is a Wimbledon on. But 
most people, a large percentage of people these days will understand that everyone has to 
make a living, and you are not ripping me off, because you are not doubling your price. 
45:13
What was the impact of LOS as a restriction?
It has been a proved process and it has improved our occupancy and our average LOS 
absolutely. I think what is interesting, if you talk to some of the old Premier Lodge 
people, they were very clear that there was an event on, it is a minimum of 2 nights, there 
is a reason for that, you can’t book one night, if you book for 2 nights, you have to pay 
for 2 nights upfront. That was quite strong but clear. And I think one of the things we 
might well go down the route of is we should apply those kind of minimum for those 
events where absolutely you need to get those 2 nights, there is not point in taking any 
one nighters, because we need to take those 2 nights at X price. We may go down that 
route or we may not, this is just my opinion. The only way to get around the flexibility in 
our policy is to have specific event breaks that are minimum LOS that are set within the 
system, actually it is like 120 pounds for the 2 nights. If you want to stay for one night, it 
is still 120 pounds because you are paying for the 2 nights. That’s what Premier Lodge 
used to do.
47:17
Will you change the policy?
I mean we are measuring, it is part of the Benefits Analysis focus group, and we are 
measuring hotels and reservation changes, reservation decreases to see whether we are 
seeing an increase in customers that are playing the system: book 3 nights, call 2 days 
later to change to 1 night, and we are tracking that. We also tracking within MIMI those 
guests, you can see who’s an expected departure so we are measuring in 2 ways: so we 
are measuring those customers that change before they arrive, their reservation, and when 
they arrive and reduce it at time of check in we are tracking that within MIMI. Within 
MIMI, it is just a report on the screen and we could extract that information if we wanted 
to, and we can do that at any stage, but certainly we are tracking the reservations. We 
think the reservation is the biggest challenge for our customers at the desk, it’s more 
difficult for somebody at the desk face to face to say: I’m going to leave tomorrow, 
whereas he can call and ask to change the reservation. People would be more comfortable
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doing that. We have to make a decision at some stage if that is becoming an issue and we 
see that rise and rise because the customers are becoming more savvy and we are being a 
bit too flexible, than I think we may change that to say that actually, when you change 
your reservation, it will look at control (inaudible) today. But the challenge with that is 
that, at the time of booking, the guest could have booked 2 nights and than book 3 nights 
because that’s what they wanted at that time and than 4 weeks later, they call back 
because they need to change their arrangements for 2 nights but actually now it is a 
minimum of 3 nights stay. This is one of the reasons why we haven’t gone down that 
route. We want we have a good night guarantee and get your money back no questions 
are asked, and we do have people who abuse that. And as much to say we have people 
who abuse our controls.
50:20
How do you handle turndown guests?
We have tumdowns tracked and we do monitor that. You have to ask M., V. and W. 
about what we do about it.
51:04
What has been the impact on competition after RM implementation?
I wouldn’t have thought so, because our main competitions are using already RM and 
dynamic price RM. I think the way we’ve introduced it is a far better way because we 
have more control over what is happening and we have a greater understanding of what is 
happening than perhaps what Travelodge has.
51:38
What’s your feeling about DP?
I think with the change there will always be people who are not comfortable with change. 
Saying with the good night guarantee, we will be giving all our profits away, no we don’t. 
I think the challenge with DP again: of the customers will never accept that, and they will. 
They already are at the hotel chains, you know, we are the last to do this, and I think the 
way that we manage our price and the way that we have our brand identity and brand 
promise really is about, whatever DP we go down we will not be ripping the guest off, we 
won’t be ranging our priced from 9 pounds to 200 pounds for the same hotel room, you 
know we will be: here is our core rate of 65 pounds we might do up to 105 & might go 
down to 45. You know that kind of, we won’t be changing our prices to extremes; there 
will be a ceiling and a floor, because we have a great product why would we want to sell 
a room at 9 pounds. It will cost us 6 or 7 pounds to service the room. Why would you 
want to do that? By the time you have paid for the linen, your paper reception and your 
people all the rest of it, why would you price your room at 9 pounds? Why would you 
devalue your product to that level? To say actually our room is only worth 9 pounds but 
on certain occasions, it is worth 150. I don’t understand that principle at all and I think 
customers get that either. I want to get a cheap room, I will stay at Travelodge coz it is 
cheap and nasty, I want to stay somewhere nice but at a reasonable price, I will stay at 
Unidom Hotels. You drop your price that low, people will think that you are cheap and 
nasty. We are a premier product but not the price.
54:17
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Meetings and Workshops Attended at the Budget Chain Hotel
Date Attendees Meeting
19
September
2007
- Managing Director
- Marketing Manager
- Pricing Manager
- Consultant
- Researcher
Meeting over lunch:
• Pricing practices and strategies
• Move from fixed price strategy to 
dynamic / variable pricing
4,21
February,
18 March, 1 
April 2008
- Head of Quality and Guest 
Insight
- Guest Experience Manager
- Guest Relations Manager
- Pricing Manager
- Revenue Manager 
Heathrow Hotel
- Revenue Manager Team
Individual meeting with staff at Head Office 
in order to know more about their main work 
and identify how it can be useful to my 
research.
19 February 
2008
- Consultants / Facilitators 
(2) '
- Head of Revenue 
Management
- Project Manager
- Revenue Analysts (2)
- General Managers (3)
- Revenue Automation 
Manager
- Head of Customer Contact 
Centre
- Front Office Clerk
- Finance Manager
- Training Team (2)
- Researcher
Mimi Workshop and Stage Review:
• Build on the successes of the trial 
implementation of revenue 
management and identify what has 
worked well and what opportunities 
are there to do things differently.
• Build on the project assurance review.
• Commence the planning for the rollout 
project.
March and 
April 2008
- Head of Revenue 
Management
- Revenue Automation 
Manager
- Revenue Manager Key 
Cities
- Pricing Manager 
-Project Manager
- Head of Quality and Guest 
Insight
- Guest Experience Manager
- Head of Customer Contact 
Centre
- Revenue Manager 
Heathrow Hotel
Interviews scheduled as part of the research 
project (phase 1).
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15 April; 10 
June; 10 
September;
16 October; 
6
November;
11
December
2008
- Finance Manager
- Head of Revenue 
Management
- Revenue Automation 
Manager
- General Managers (5)
- Revenue Manager Key 
Cities
- Operations Managers (4)
- Researcher
Mimi Benefit Analysis Group:
• Discussed in details the Mimi Reports 
Workbook (4 reports)
• Next phase of revenue management 
implementation
• Discussed the creation of some tools 
within the revenue management 
system specific to the company
22 May 
2008
- Head of Quality and Guest 
Insight
- Guest Experience Manager
- Researcher
Meeting to discuss what can be measured in 
terms of value for money / event pricing.
3 July 2008 - ORC International (2)
- Marketing Director
- Head of Revenue 
Management
- Head of Quality and Guest 
Insight
- Guest Experience Manager
- Researcher
Value for Money (VFM) Analysis:
• Unidom Hotels’ Guest Recommend 
Pricing Tool
• Importance of VFM
• VFM Ratings
• Impact of rate and event pricing
3 September 
2008
- Head of Quality and Guest 
Insight
- Guest Experience Manager
- Head of Revenue 
Management
- Head of Customer Contact 
Centre
- Pricing Manager
- E-commerce Manager
- Researcher
Meeting between Revenue Management and 
Quality and Guest Insight departments:
• Share the current activities within each 
team
• Identify the activities we should work 
together on
• Generally improve how we may work 
together more effectively
• Discuss the impact of dynamic pricing 
on customers
• Possibility of organising a customer 
focused group on pricing / event 
pricing.
18
September
2008
- Product and Service 
Manager
- Head of Quality and Guest 
Insight
- Guest Experience Manager
- Head of Revenue 
Management
- Researcher
Lapsed users Research:
• Meeting aimed at brainstorming in 
order to come up with questionnaire 
measures/questions so that ORC 
International can design a survey.
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List of Documents Collected from the Budget Chain Hotel
Document Name Document Type
Manugistics ’ Network Solutions 
PROVA Conclusions
Hospitality revenue optimiser, 2001 -  first study to 
implement revenue management.
Revenue Management BART 
Enhancements Train-the-Trainer
Introduction to revenue management: glossary, 
quizzes, policies and procedures; customer 
communication.
An Introduction to the Quality 
and Guest Insight Team
Department overview; explanation of the guest 
satisfaction survey; brand standards and audit and good 
night guarantee programme.
Does a Single Pricing Strategy 
ever Optimise Revenue?
Presentation to introduce revenue management.
Restaurant Operations Managers 
-  Revenue Management Training
Presentation targeting restaurant operations manager 
for the implementation of revenue management at their 
hotels.
Discounting — 3^  ^Party Suppliers List of hotels working with third party intermediaries.
Should we Go Dynamic?? Presentation about Project Dynamo for the 
implementation of dynamic pricing trial.
Impact of Event Pricing Presentation by ORC International (market research 
company) to assess the impact of event pricing on 
customers’ likelihood to recommend, stay again, and 
value for money.
Guest Satisfaction Survey Survey sent to customers 3 days after their check out to 
assess their satisfaction level following their stay.
Automated Channel Report Report summarising the reservations booking activities 
via the company’s website.
Revenue Update Weekly e-report which highlights weekly activities at 
the Revenue, Automation, Customer Contact Centre, 
Pricing and Distribution levels.
Revenue Management 
‘Healthcheck’
Presentation that outlines the objectives of the 
‘healthcheck’ followed by a copy of the 
‘ healthcheck’report.
Mimi Reports Workbook:
- Mimi impact summary
- Mimi impact report
- MGR report
- MGR summary report
The weekly workbook shows the comparative 
performance of hotels using Mimi against hotels which 
control their bookings manually. The reports analyse 
occupancy, length of stay, average room rate and 
RevPar for three periods.
Revenue Management Talk Lines 
Brief
Set of talk lines developed based on the feedback from 
several hotel sites to assist employees in positively 
conveying to guests issues on length of stay and event 
pricing.
Event Pricing Report Report that compares all hotels by concepts on their 
implementation of event pricing and its impact on 
customers’ likelihood to recommend, stay again and 
value for money (based on 2 years 06/07 and 07/08).
Guest Obsession -  Price Guest Recommend survey measures and results in
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Questions reference to questions on price.
TRI HotStats for Budget Hotels Report showing the position of a hotel’s performance 
in its HotStats market set.
Quality and Guest Insight Plan Plan discussed key integration tasks for the whole 
group and key activities for the several companies 
within the group.
Company ’s Panel Lifestyle Report ORC International established a panel of 6000 guests 
who have signed up to participate in research so far 
aimed at collecting data such as: demographics, 
interests, hobbies, and other general information about 
the guests.
Guest Measures P5 2008/9 The group’s guest recommend summary; brand audit 
summary; and service quality results.
Key Cities Portfolio Report displaying the four periods ‘healthcheck’ 
performance of the seven key cities and their year-to- 
date RevPar with variances when compared to different 
periods.
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1. 'Unidom Hotels /  University of Surrey Survey'
Dear Customer,
I am a student currently studying for my PhD. As part of my PhD, I am researching 
hotels pridng policies.
I am being sponsored by Unidom Hotels, and they have allowed me to ask their 
customers' views on reservation processes and pricing.
Your responses will be anonymous, treated In the strictest confidence, and used for 
research purposes only.
Kind Regards,
Rania El Haddad 
PhD Researcher
Faculty of Management and Law 
University of Surrey 
r.elhaddad@surrey.ac.uk
Next
2. Experience with Unidom Hotels
Please answer each of the following questions by ticking In ONE box that BEST describes 
your opinion.
Is this your first visit to Unidom Hotels?
_ j No
What is the reason for your visit?
^  Business
Leisure
Business and leisure
Prev I f Next ]
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3. Experience with Unidom Hotels
Please answer each of the following questions by ticking in ONE box that BEST describes 
your opinion.
Please tell us the following:
^  I have made a booking with Unidom Hotels
j  I have decided no t to make a booking with Unidom Hotels on this occasion
j  I was unable to make a booking with Unidom Hotels, as my first choice of hotel I w anted  to s tay  in was 
unavailable
Prev Next
5. Price Perception
Please answer each of the following questions by ticking in ONE box that BEST 
describes your opinion.
What do you think about the price you have paid for your room?
Much lower than  
I expected  to
Lower than I About w hat I Higher than  I
pay
.J
expected  to pay expected  to  pay exp ec ted  to pay
Much higher than 
I ex pected  to 
pay
How does this price compare with your previous stay(s) at Unidom Hotels?
Much more 
expensive
Expensive About the sam e Cheaper Much cheape r
«sa/
What is your opinion of the room price on this booking?
Neither unfair nor
Very unfair Unfair
fair
Fair Very fair
Do the room rates charged on different stays with Unidom Hotels vary?
, Neither disagree
Strongly disagree Disagree " Agree
nor agree
w/
strongly  agree
Prsv Next
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7. Price Perception
Please answer each of the following questions by ticking in ONE box that BEST describes your opinion.
What Is your main reason for deciding not to complete the booking at this moment in time?
: J  Price
^  No availability
Others, p lease specify;
What will you do now?
I  will book vrith Unidom Hotels a t  a la te r  time 
^  I will book with a n o th e r ho tel 
^  I  will look a t  o th e r  h o te ls’ w ebsites  
I will can ce l my plans 
J  J h ave  n o t decided  y e t
8. Price Perception
Please answer each of the following questions by tiddng in ONE box that BEST 
describes your opinion.
What will you do now?
^  I ydll book v»ith Unidom Hotels a t  a  la ter time 
^  I will book with an o th e r hotel
I will look a t  o th er hotels ' w ebsites 
^  I will cancel my plans 
^  I have n o t decided y e t
11. If your choice of hotel was not available, an alternative should have been 
offered to you. Why was this not suitable?
^  Hotel choice /  facilities 
Distance 
^  No a lternative w as show n 
O thers, p lease specify:
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9. Attitudes and Behaviours
Please answer each of the following questions by ticking in ONE box that BEST describes 
your opinion.
Will you book at Unidom Hotels in the future?
Extremely unlikely Unlikely
Neither unlikely 
nor likely Likely Extremely likely
Will you recommend Unidom Hotels to others?
Extremely unlikely Unlikely
Neither unlikely 
nor likely
Likely Extremely likely
Will you say positive things about Unidom Hotels to others?
Neither unlikely 
nor likely
Extremely unlikely Unlikely Likely Extremely likely
Prev Next
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10. Demographic Details
Please answer each of the following questions by ticking in ONE box that BEST 
describes your opinion.
What is your gender?
,J  Female 
s j  Male
What Is your age group?
18 - 24
25 - 34
35 - 44
45 - 54
55 - 64
65 - 74
75 +
Are you willing to participate in a further research as a follow-up on the current 
questionnaire with Unidom Hotels and the University of Surrey?
^  Yes
Please provide us with your email address
Prev Done
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Courses, Seminars, Workshops and Conferences
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Courses, Seminars, Workshops and Conferences attended
PhD Training Program
Research Philosophy
Research Design, Ontology and Epistemology 
Conducting a Literature Review 
Qualitative Interviews: Techniques and Analysis 
Research Philosophies 
Questionnaire Design 
Action Research
Theory Development and Theory Building 
Ethnographic Methods 
Visual Methods 
Case Study Research 
Methods of Quantitative Analysis 
o Regression and Correlation 
o Factor Analysis and Structural Equation Modelling 
Bibliography Software Training 
Writing for Publication/Evaluation
Postgraduate Skills Development Program (PGSDP) 
Time Management 
Project Management 
Preparing to Teach 
Managing Groups 
Marking and Giving Feedback 
Interview Skills 
Final Viva Examination
Workshops:
• Vision 2015 workshop
• Methodology and CAQDAS Series of Seminars
• Scholarly Teaching Seminar
Conferences:
Eye for Travel, May 2008/2009, London, UK 
BAM, Harrogate, September 2008, UK 
EuroChrie, Dubai, October 2008, UAE 
Eye for Travel, Abu Dhabi, December 2008,UAE 
Buy Tourism Online (BTO), November 2009, Florence, Italy 
Eye for Travel, November 2009, Amsterdam, Holland
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